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INTO THE HOMES — 
OVER 1,500,000 OF THEM— 
EVERY MONTH 


That’s where the 


WOMAN’S 
MAGAZINE .... 


HAT much isa certainty. It couldn't be otherwise, for every copy 

of The Woman’s Magazine goes out in a separate wrapper. No 
news-stand circulation—no wasted copies. Home circulation is insured, 
and you get 100 per cent of it because the quantity is absolutely proven 
-—or no pay. Now the question is: Can the eight million people who go 
to make up these million and a half homes be made consumers of your 
product? We’ll leave that to you—you know where your goods should 
le used—you know where your sales should come from. Just send us, 
as a test, the name of any city or town in the U.S. where you know some- 
thing of the people and we’ll send you our subscription lists for any points 
you may name. Look them over, and, if they are not the very people you 
want to reach with your advertising, you will be only out the few minutes’ 
time and postage it cost you to make the investigation. On the other 
hand, if we satisfy you that the eight million readers of THE WOMAN’S 
MAGAZINE are so situated as to be possible customers for your product, 
then we maintain that we have done you a service as well as ourselves. 
It’s a straight business proposition. All we want is a fair hearing, and, 
as a progressive advertiser on the look-out for good mediums through 
which to sell your goods, you owe it to yourself to investigate the prop- 
osition. We'll carry your announcement into over 1,500,000 homes—be- 
fore eight million people—every month at a lower cost than you can pos- 
sibly reach the same number of homes or people in any other way. It’s 
up to you to say whether these people can be turned into consumers of 
your product, and we offer you every means of finding out who they are. 
Think it over and drop us a few lines asking for any facts or figures you 
want—propose any test you can think of. Judge for yourself. 


Address A. P, COAKLEY, Advertising Manager 


THE WOMAN’S MAGAZINE 
St. Louis, Mo. 


CHICAGO OFFICE: NEW YORK OFFICE: 
_— First Nat’l Bank Bldg. 1703 Flat Iron Building 
Gero. B. Hi:cug, Manager A. Hink.ey, Manager 





























2 PRINTERS’ INK. ; 


Rowell’s American Newspaper Directory 
for 1906 is now ready for delivery; sub- 
scription price $10. Will be sent carriage 
paid to any address on receipt of price. 








Work upon the revision for the year 1907 is now in hand. Pub- 
lishers who wish to furnish a circulation statement for the year 1906, 
to appear in the Directory for 1907, the 39th annual issue, will be in 
time if their report is received on or before February 15, 1907. 


% * + 
The book for 1907 will be issued in May of that year. The sub- 
scription price will be $10, the same as heretofore. 
# 


The book will report the name of every paper or periodical, the 
day or frequency of issue, will tell its politics or the interest to which 
it is devoted, the size and number of pages, the subscription price, 
the date of establishment, editor’s pot publisher’s names, and will 
accord a rating intended to make known its average issues for the 

receding year, to every paper or periodical believed to issue regu- 
lasty so many as 1,000 copies. For publishing such information 
there will not be, and never has been, any charge. 


ok 
The publisher’s statement of what has been the number of copies 
rinted for a year, preceding the date of his report, is accepted if 
it sets down the date of each issue and the number of copies pro- 
duced which were complete and sufficiently perfect to be served to 
subscribers or sold to be read, dividing the total by the figures 
that indicate the number of separate editions, the result showing 

the average edition issued. 

On receipt of five two-cent poste stamps the publishers of the 
Directory will send, to the publisher of any paper making applica- 
tion, a page from the last issue of the Directory, showing how that 
paper was described therein and the circulation rating accorded. 

On receipt of five two-cent postage stamps the publishers of 
the Directory will send, to the publisher of any paper making ap- 
plication, two copies of a large blank, showing a form for making 
up such a statement of copies printed as will be certain to meet 
the Directory editor’s aoe. if Peopecty filled in. 


If a publisher wishes to make any statement in his own behalf, 
to appear in the next issue of the Directory, to follow the catalogue 
description of his paper, he may say whatever he chooses at a cost 
of $1 a line for the matter inserted, which will be designated by ap- 
pearing under the heading ‘‘PUBLISHER’S ANNOUNCEMENT.” Six 
words average a line. If the announcement calls for 120 words or 
more the price paid carries with it a right toa free copy of the 
book (which is sold separately for $10). If cash accompanies the 
copy five per cent may be deducted from the price in consideration 
of advance payment. * * * 

Display advertisements to appear in the body of the Directory 
also entitle the advertiser to a free book, and will be inserted 4% page 
for $20, 44 page for $30 and 1 whole page for $50; but these prices 
are doubled if a position for the advertisement is demanded on the 
same page or opposite the one where the catalogue description ap- 
pears of the paper advertised. These prices are also subject to the 5 
per centreduction if cash, in full payment, accompanies the order. 

Address all communications to 


PRINTERS’ INK PUBLISHING CO., 
Publishers of Rowell’s American Newspaper Directory, No. 10 Spruce St., New York 
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GENERAL PUBLICITY SELLS 
INGERSOLLS. 


THE FAMOUS DOLLAR WATCH HAS 
BEEN ADVERTISED ALONG LINES 
THAT MIGHT NOT APPEAL TO THE 
FADDISTS—BUT SALES ARE NOW 
OVER TWO AND A HALF MILLION 
WATCHES YEARLY, AND WILL SOON 
BE 10,000 A DAY—PROBABLY THE 
MOST WIDELY DISTRIBUTED NOV- 
ELTY IN THE WORLD, 


Back in 1892 Robert H. Inger- 
soll and his brother had a novelty 
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marketed, and the device taught 
them two things—the value of ad- 
vertising and the attractiveness of 
a dollar as a price for a good 
staple. 

One day the elder Ingersoll was 
going through Fulton street when 
he saw in a window a small clock 
which was being sold at a dollar 
and a half, This timepiece was 
a very small clock, measuring 
about three inches in diameter, 
made in the form of a watch. But 
the manufacturers had never of- 
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ROBERT H, AND C, H, INsERSOLL, 


business in Fulton street, New 
York. They had been in this 
trade since 1880, selling everything 
in the novelty lime, from rubber 
stamps to typewriters. Some of 
their stuff they manufactured. Two 
articles that went well were the 
Ingersoll Dollar Camera and In- 
gersoll Dollar Typewriter. Of 
the latter more than 100,000 were 


fered it as a watch, or even a 
clock-watch, but called it a clock. 
It had a clock movement. Sales 
were good, but not phenomenal— 
between 2,000 and 3,000 a year. 
Arrangements were made to 
handle this specialty, and Robt. H. 
Ingersoll & Bro, began advertising 
it as a watch at $1.50 in 1892. 
Within a year the sales rose to 





40,000, and while a good demand 


had been anticipated the “watch” 
showed such surprising vitality 
that soon arrangements were 


made to improve it. The follow- 
ing year a smaller clock-watch 
was perfected, more money put 
into advertising and sales increas- 
ed. From that time until now the 
history of the business has been 
a repetition of this second year 
—the watch has been improved, 
the size has been made smaller, 
the advertising has been increased 
and the sales have gone up. 
When the price of the Ingersoll 
watch came down to a dollar it 
swallowed up all the firm’s other 
novelties. To-day the Ingersoll is 
no longer a clock, but a genuine 
watch in its movement. It has 
just been made a stem-setter. In 
the firm’s own factories at Water- 
bury, Conn., the output steadily 
rises to keep pace with the grow- 
ing demand. This year the daily 
sales will be between 8,000 and 
9,000, or over 2,500,000 for the 
twelvemonth. A demand of 10,- 
ooo a day is in sight. Last year 
a house was established in Lon- 
don, and the daily sales in the 
British metropolis are now 1,000 
a day. The Ingersoll is exported 
to every country in the world, and 
2,000 a day go abroad. Thomas 
A. Edison, Mark Twain, J. Pier- 
pont Morgan, W. K. Vanderbilt 
and Admiral Dewey have ordered 
Ingersolis, and it has kept time 
for innumerable military and ex- 
ploring expeditions. 

In advertising there has been 
steady adherence to general pub- 
licity ‘lines ever since a few “read- 
ers” in the New York World 
brought people up three flights of 
stairs to the rubber stamp shop 
in Cortlandt street. To-day the 
amount spent yearly is about 
$100,000. It goes chiefly into 
magazines and outdoor bulletins 
and literature for retailers, and is 
centered on exploitation of the 
name and price. A reason-why 
advocate could see unlimited pos- 
sibilities for showing the public 
how the wheels of a dollar watch 
go round, explaining in wordy 


articles with underscored phrases. 
Ingersoll have 


But the Messrs. 
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kept to general publicity, backing 
it up with wide distribution, and 
it has paid, 

“T believe that the public will 





take an advertiser’s own  state- 
ment,” said C. H. Ingersoll the 
other day. “The margin for ad- 


vertising an article like the dollar 
watch is not so wide as that of a 
patent medicine. Every dollar we 
spend in advertising sells twenty- 
five watches. This margin would 
not permit the use of large spaces 
and frequent insertions. So the 
$1,000,000 that has been spent for 
advertising since we introduced 
the Ingersoll has gone into pub. 
licity that keeps the name most 
prominently before the public 
with the price, and our guarantee. 
This expenditure has been put into 
two mediums—outdoor bulletins 
and magazines. 

“The bulletins have, perhaps, 
been most profitable. We were 
pioneers in advertising along the 
railway lines, putting out our own 
boards. Some of the first bulle- 
tins along the lines between New 
York and Boston were Ingersoll 
Watch advertisements, and this is 
true of the lines between New 
York and Philadelphia.. To-day 
the novelty of such advertising has 
worn off. But when we started it 
was new. In every backwoods 
settlement people know the Inger- 
soll. They may not know what 
it is, but they know the name and 
price. Our railroad advertising 
has accomplished this. We still 
have the largest system of rail- 
road bulletins in the United 
States, more than 2,000 boards 
erected and painted by our own 
crews. Everybody who travels on 
a railroad has to see the name, 

“Magazines give an opportunity 
to tell more about the watch. They 
represent almost our only expen- 
diture in periodicals. Years ago 
we got excellent results from 
small reading notices in the New 
York World, but lately these were 
tried again to pull business to our 
New York stores, and they failed 
to show profitable results. News- 
papers have been used at other 
times to bring local business in 
New York. but as a national me- 
dium we have never employed 
(Continued on page 6, 
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FOUNDED A, D. 1728 


If advertising were only a gamble or a recrea- 
tion for rich men, there would be small need of 
care in selecting mediums. You could choose 
the paper you like to read at the club and the 
one which pays your agent the largest commission. 

Not so the men who have startled the world 
with their advertising success. They have re- 
garded advertising as an investment—which it is. 
They have studied conditions—and calculated 
their course. Not for them the guess-work ad- 
vertising, with its magical incantations instead of 
sound sense. 

Advertising is becoming more a science and 
less a plunge in the dark. Advertisers who agree 
with us in this are especially invited to investi- 
gate the Sarurpay Eveninc Post in the same 
spirit with which they would approach any other 
investment. 


(750,000 cach week.) 


THE CURTIS PUBLISHING COMPANY 
PHILADELPHIA 


NEW YORK 





CHICAGO BOSTON BUFFALO 
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them at all. Our present expendi- 
ture in the magazines is not as 
great as you might imagine, being 
far less than the cost of our bul- 
letins. But most people, even 
skillful advertising men, give us 
credit for doing a great deal more 
periodical advertising than we 
really do. 

“The greatest factor in the busi- 
ness is the retail dealer... When 
the Ingersoll was new we sold it 
by mail, and for a time had seri- 
ous thoughts of building up the 
novelty as an exclusive mail-order 
proposition. Then demand began 
to come from retailers, and one 
year, in 1895, we sat down to de- 
cide the question of distribution— 
whether it should be mail or retail. 
Every dollar we had taken in by 
mail up to that time cost us 
ninety-eight cents, for we had not 
learned how to conduct trade in 
this way. I’ve no doubt that, had 
we decided on mail selling, this 
method would have become profit- 
able. But there is no question 
that the yearly sales would have 
been far smaller, and our adver- 
tising expenditure much greater. 
The retailer was chosen as our 
outlet and our mail-order depart- 
ment abolished. Since then all 
advertising has been directed to 
sending readers into a retail store, 
and by systematic work in devel- 
oping new retailers and helping 
them to advertise, we have given 
the Ingersoll a remarkable distri- 
bution. The Ingersoll is sold not 
only by jewelers, but in novelty, 
general and department stores, 
railroad stations, drug stores, 
hardware stores and many other 
retail shops. As two-thirds of 
our output goes through jobbers 
we have no means of knowing ex- 
actly how many dealers in this 
country handle it. But we have 
the names of 20,000 on our own 
books, and a conservative estimate 
would indicate that not less than 
50,000 retailers keep it in stock. 
With a distribution like this, a 
mail-order department would be 
superfluous. Whoever reads a 
magazine is always in reach of a 
retailer who has our goods. 

“A very large share of our ad- 
vertising expenditure goes into 


‘dreds of vaudeville 


things that will help the retailer 
make sales. Wherever you find 
the Ingersoll you will also see 
signs, stands, show-cases and sini 
ilar helps. But instead of cheap 
novelties to be given away to the 
retailer, we have always adhered 
to substantial selling helps for 
which we charge him, believing 
that when he has an investment in 
such devices he values them more 
and uses them to better purpose. 
We have facilities for manufactur- 
ing all our selling helps at reason. 
able cost,tamd most of them are 
given the dealer at half the cost 
of making. We give retailers 
glass counter cases for as little as 
a dollar. Some of our helps are 
sent free. A swinging arm hold- 
ing a half-dozen watches, bearing 
the name, is free. We have put 
out nearly 40,000 of them. An- 
other selling help that has proved 
popular is our premium plan. 
With an order for three dozen 
watches we send the dealer 500 
cards, with sums aggregating $15 
printed in the margin, and _ his 
own name, address and business. 
These he gives to customers, 
punching out each purchase, and 
when $15 worth has been punched 
out he gives an Ingersoll watch as 
a premium. Another popular sell- 
ing help was our Jumbo watch— 
a clock eight inches in diameter, 
made in fac-simile of the Ingersoll, 
with a dog chain attached. This 
was sent out two years ago purely 
as a display novelty for the re- 
tailer, but the first hundred or so 
brought back orders for others, 
and soon they were put on regular 
sale, More than 50,000 of these 
have been sold at $2.50 retail, and 
thousands of people hang them in 
dens. Each Jumbo watch has our 
large advertisement on its dial. 
“The public has been one of our 
most profitable advertising me- 
diums. Wherever anyone makes 
a joke about the Ingersoll we get 
direct advertising return. Hun- 
skits have 
funny lines about the dollar watch, 
but no amount of ridicule hurts 
sales. It is all general publicity, 
and the sterling character of the 
watch itself has won public con- 
fidence to an extent that turns 
(Continued on page 8.) 
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“The Bulletin” 


every evening goes 
into nearly every 


Philadelphia home 


| Net paid.average circulation 
| 
for May 


| - 918,465 


copies a day 
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all joking into business. Origin- 
ally we looked upon the Inger- 
soll as a timepiece for farmers and 
workingmen, But actual demand 
soon demonstrated that there were 
absolutely no class lines to be laid 
down for sales. You have heard 
the widely quoted story about 
Thomas Edison, who keeps care- 
fully locked up in his office safe 
a $2,700 Swiss watch presented to 
him by a European scientific so- 
ciety. He has never used it. He 
buys a dollar watch, it is said, 
breaks off the ring, squirts oil 
under the cap of the stem, and 
when it gets clogged with dirt 
buys another, breaking the old 
one with a hammer. Whenever 
nien go out on shooting, camping 
and fishing expeditions they take 
a cheap timepiece. When Sec- 
retary Root went on a trip to 
Labrador last year with his boys 
he took an Ingersoll, and we have 
letters from army captains, naval 
officers and others who could af- 


ford a costly timepiece, stating 
that the Ingersoll always goes 
with them on expeditions. Yet in 


the advertising we have kept in 
mind the fact that our most con- 
stant sales are likely to come from 
farmers and workingmen—post- 
men, policemen, street railway 
employees, etc. The Ingersoll as 
a gift has been profitably adver- 
tised around Christmas, and its 
serviceability as a watch for chil- 
dren is one of the leading advertis- 
ing arguments. When the watch 
was new it might have been apro- 
pos to demonstrate reliability by 
means of technical descriptions. 
But the little guarantee slip in- 
serted in each watch, agreeing to 
make repairs free for a year, has 
accomplished more than _ such 
arguments would have done. As 
the watch began to be bought, 
carried and talked about every- 
where, all necessity for an apology 
for its low price immediately van- 
ished. 

“Our trade abroad began about 
ten years ago, and has steadily in- 
creased until a London depot be- 
came necessary. The Ingersoll is 
sold all over Europe, in India, 
China, Japan and dozens of other 
countries. It may seem like carry- 


ing coals to Newcastle to send 
cheap watches to Europe, where 
Switzerland, Frauce and Germany 
have been making them for fifty 
years. Yet in comparison with our 
product these cheap European 
watches are unreliable. They have 
been long in the field, however, 
and our sales in competition in- 
crease rather slowly. But the in- 
crease is sure, and the superiority 
we believe the Ingersoll has over 
every European watch that is in 
its class as to price, makes the 
foreign trade stable as the rock of 
Gibraltar, 

“Our expenditure in advertis- 
ing, with activity in helping the 
retailer, have made the Ingersoll 
standard, It was the first of its 
kind, and its sales to-day dis- 
tance all those of newcomers 
combined, Advertising as the 
dollar watch has not only put 
the Ingersoll before the pub- 
lic in connection with an at- 
tractive price, but has been also 
a factor in maintaining the retail 
price. To maintain whe retail 
price, assuring the dealer his full 
imargin of profit, is so important 
a consideration in the growth of 
the business that we absolutely re- 
fuse to sell to price-cutters, and 
take legal proceedings against them 
if necessary. We sell our prod- 
uct under a continuing guaran- 
tee to the ultimate purchaser that 
gives us this right morally and 
legally.” 

The advertising of Ingersoll 
watches is placed by the Hampton 
agency, New York. In addition 
to magazines and bulletins, a large 
part of the expenditure goes into 
booklets, folders and other attrac- 
tive matter for retailers, a con- 
tinuous mailing campaign being 
kept up to lists of merchants in 
a dozen or more lines of trade. 
Lately there has been established 
a monthly business _ periodical, 
Watch Words, which outlines 
local advertising methods for deal- 
ers, keeps before them the gen- 
eral publicity in magazines, indi- 
cates echanging demand from 
month to month, direct ways of 
pushing sales, etc. An extensive 
line of electrotype advertising for 
the use of retailers is also sent out. 

















THE JUNE MAGAZINES. 

“The advertiser supports the 
magazine” is a commonplace that 
has now traveled far outside of 
publishing circles. When anyone 
writes to a newspaper to complain 
of the bulk of advertising tound 
in monthlies—as many persons do 
from time to time—the newspaper 
editor usually soothes such a cor- 
respondent with the reflection that 
without advertising there could be 
no magazine, Generally speaking, 
this is the truth. But it is not a 
rule without exceptions. In Eng- 
land most of the magazines live 





without a large advertising rev- 
enue. In this country the past 


two years there have been quite a 
surprising number of new maga- 
zines established along English 
lines—monthlies printed on very 
cheap paper, low in price, but 
large in bulk and strong in human 


interest. There are now a dozen 
or more of them that seem to 
ignore advertising development, 


attending only to the reader and 
the newsstand trade, One of the 
earliest was the Smart Set, which 
has now been published six years. 
It carries very little advertising 
compared to twenty-five cent 
magazines like Scribner's or the 
Review of Reviews, yet has been 
steadily successful from the start. 
No figures as to the number of 
people who pay a quarter for it 
each month are available, but the 
number must be considerable. 
Ainslee’s has been successful along 
the same line, and all of Street & 
Smith’s magazines have had this 
one-sided development, neither the 
Popular Magazine or Smith's 
Magazine carrying much advertis- 
ing or appearing to want to carry 
much. Mr. Munsey’s later suc- 
cesses, the All-Story and Scrap- 
Book, are magazines for the read- 
er rather than the advertiser, and 
the Argosy has never at all re- 
sembled Munsey’s in volume of 
advertising. Gunter’s Magazine 
carries little advertising. The pub- 
lishers of the Red Book estab- 
lished a second fiction magazine a 
year ago, the Monthly Story 
Magazine, and have been too in- 
terested in pushing circulation to 
develop advertising. Benziger’s 
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Magazine for years refused to 
carry advertising at all. St. 


Nicholas lives comfortably with- 
ou: it. selling at $3 a year, and 
others thit seem to make money 
on the same basis are the Book- 
man, Critic, Current Literature, 
Harper’s Weekly and Illustrated 
Outdoor News? Public Opinion 
carried little under its former 
owners. TZales has just completed 
its first year, and is successful 





ADVERTISING INLEADING MONTHLY 
MAGAZINES FOR JUNE. 
(Exclusive of Publishers’ own advertising— 
asterisks [*] indicate magazines that state their | 
advertising space is sold only for cash.) 
Pages Ag. Lines 
~~ Life in America 
















MOONS Uv aasis oareveecieis: awit 237 40,824 
PMOLOL (CONS, )..s0ccccesenes 243 40,591 
*McClure’s o000. cccccccces 153 34,328 
PE verybody’S ccccccerescsee 149 33,376 

Review of Reviews...+++- 140 31,528 

Scribner’s 124 27.905 

Munsey’s 1:8 26,432 

System 112 25,260 

Harper’s Monthly......... 112 25,163 
WEP goss 0seis'ssieasvisees 106 23,942 
*Cosmopolitan,.....-++++++ 103 23,272 
*Ladies’ Home Journal 

8 ear rer 107 21,400 
Outing Magazine.......... 95 21,310 
Good Housekeeping...... go 20,160 
World's Work........:...%. 87 19,672 
American Magizine....... 83 18,760 
Out West (May).........+. 82 18,3€8 

*Four-Track News......++ 8 18,144 

*Delineator (cols.)....+..... 126 16,947 
Success (cols.).. 2 15,876 
American Homes and Gar- 

dens (cols )...-cecesceee 83 13,953 
World To-Day:....500005.. 59 13,226 
Woman’s Home Com- 

panion (cols.)......-.5++ 64 12,891 
Réd Book.......0ses.5 .... 56 12,544 
Fieldand Stream (May)... 55 12,480 
WIMEE Re sis dhdasroacs sis 53 11,872 
Normal Instructor wenn ). 69 11,741 
RRMION Bisse ceie ccs svasivios st 11,550 
Suburban Life (cols.) . 65 11,056 
ORtdOOF Tale viscccscceess a aa 10.920 
Lippincott’s 47 10,528 
World’s Events (cols.)...... 61 10,455 

*Designer (cols)... ..+.6+. 77 10,354 
New England Magazine... 45 10,209 
Garden Magazine (cols)... 69 9,994 
Ladies’ World (cols.) ..... 48 9,640 

*New Idea Woman’s Maga- 

zine (COlB,)....-ccccceee 71 9,865 
*Housekeeper (cols. 47 9,435 

Argosy 42 9 408 
Metropolitan 2 9,408 

OS SS A ere. 4l 9.283 
ROM OUODE ivsccecccsaece 40 9,145 
Technical World Maga- 

MONO cares wey neste 40 9,128 
Harper’s Bazaar.......0.. 40 9.0co 
House Beautiful (cols.)... 60 8,762 
PUNO (BOI Do. pcicinie-oicanos 48 8,116 
Men and Women— May 

WRONG) alee s ehiniosanerecrt 40 8,096 
All-Story Magazine...... 34 7,616 
SOM i ioicidegs ycnasin¥e'e 32 7,330 
House and Garden (cols.). 50 7,258 
Current Literature........ 32 7,168 
Theatre Magazine (cols.).. 42 7,149 
Modern Priscilla (cols.)... 41 7,104 








10 
Appleton’s Magazine..... 3I 
Scrap Book.... .... cece 28 
rr rr 26 
Home Magazine (cols)..... 32 
Popular Magazine......... 24 
oS Sea ae 22 
Smith’s Magazine......... 21 
TRIB 00s s000ersesccveees 21 
*Woman’s a (cols.) 24 
Farming (cols.)........+++ 27 
Eis 5onn69005000860000 15 
Human Life (cols.)....... 19 
Benziger’s Magazine (cols.) 17 
ESE IRONED vn cscs 2 0neesee 14 
Monthly Story Magazine.. 12 
Philistine ...ccccccsesceee 21 
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Pages Ag. Lines 


7:°73 
6,459 
5,380 
5.378 
5 376 
4,984 
45704 
45704 
45153 
3.904 
35444 
3,281 
35249 
3,136 
2,668 
I 9275 


ADVERTISING IN LEADING WEEKLY 
MAGAZINES FOR MAY. 


(Exclusive of Publishers’ own advertising— 


asterisks *3 indicate magazines that 


state 


their aavertising space is sold only for cash.) 


Week ending May 5: 


Cols. 
*Saturday Evening Post... 64 
eee 50 
Outlook (pages).... ..... 37 
| SSS ee errr 58 
Independent (pages)...... 36 
MN cae cbs aesanseens 46 
Churchman..........++00+ 35 
Literary Digest.......... 37 
*Associated Sunday Maga- 
MEPs ichniis icmsucnns sss 26 
*Christian Herald......... 21 
Leslie’s Weekly..... ...- 15 
‘Public Opinion. . ....... 22 
“Scientific American...... 14 
Harper’s Weekly... ..... i 


Illustrated Outdoor News 9 
Week ending May 12: 








CET nccnavccsceesasce 59 
WOE cccecescsccesccsses 56 
Outlook (pages).......... 32 
*Saturday Evening Post... 42 
tAssociated Sunday Mage- 
ME cs ce baie assess 31 
‘Scientific American...... 26 
Literary Digest.......... 36 
Illustrated Outdoor News 24 
COMIN... n vcceseeses 22 
a (pages)...... 16 
Spbushbsp hah nos ovbee 25 
oChristign Herald 20 
Leslie’s Weekly... 15 
Public Opinion.... oe. ae 
Harper’s Weekly......... 14 
'Veek ending May 19: 
*Saturday Evening Post.. 64 
NE Spb 5scs8*¥Paesan ee 49 
Outlook (pages) .. ef 
WED vsn6oncpeksnhssn eso 6 
Associated Sunday Maga- 
OO ant 3L 
Literary Digest .......... 37 
“Christian Herald......... 28 
Saks See er 30 
Churchman. . ....+++++.. 26 
*Scientific American ...... 16 
Independent (pages)...... 14 
Leslie’s Weekly.......... 15 
*Pubiic Opinion........... 16 
Harper’s Weekly......... 10 


Iliustrated Outdoor News 9 
Week ending May 26: ° 





53 
33 


*Saturday Evening Post... 


Ag. Lines 
10,927 
9,634 
8,344 
8,113 
8,064 
75176 
55723 
5,382 


4,760 
35725 
3,0G1 
3,080 
2,918 

1,883 

1,565 


9-590 
8,794 
7,168 
75131 


53579 
5,268 
59175 
4,183 
3,632 
3,588 
3,495 
3,400 
3,104 
2,992 
2,325 


11,021 
9,310 
6,104 
5,688 


5,679 
51304 
4797 
4.236 
4,282 
35351 
39136 
35947 
2,335 
1,725 
1,660 


25,656 
245334 
10,070 

5,010 


Cols. Ag. Lines 
Literary Digest.......... 37 5,343 
CRRICUMRG, .5csss0%0 . 29 4,656 
eee 27 3,852 
*Assuciated Sunday Maga- 
Se cthabetsscussecssvos 20 3,600 
Leslie’s Weekly.......... 16 3,287 
*Christian Herald......... 17 2,975 
*Scientific American...... 13 2,574 
*Public Opinion........... 17 2,406 
Independent (pages)..... 14 2,136 
Illustrated Outdoor News 12 2,080 
Harper’s Weekly......... 11 1,802 
Totals for May : 
WMMUE ss cca chancddvauses 13! 
LoL seer tt 
SER so cacnuh scueas: 45% 38,604 
*Saturday Evening Post.. 34,689 
Literary See 21,204 
MEAN csoasueus asccesnavans 19,746 
*Associated Sunday Maga- 
ESS as 19,618 
SOROTOITIAN .i5s'5510%. wvicae 18,293 
Independent ............. 16,924 
*Christian Herald. ..... 14,897 
*Scientific American...... 14,111 
Leslie’s Weekly.......... 12.529 
*Public Opinion......... 10,813 
lilustrated Outdoor News 9,488 
Harper’s Weekly......... 75735 





with hardly any advertising, and 
there seems to be a field for other 
magazines of this kind, which is 
now being developed. Some me- 
diums of this class have relatively 
small circulations, and may not be 
worth while to an _ advertiser. 
Yet, where Munsey’s, a_ leader 
among the producing mediums, 
had an average circulation of 611,- 
600 per month in 1905, the Argosy 
at the same price, with a small 
proportion of business, had an 
average monthly circulation of 
408.750 copies, and the All-Story 
Magazine is over the 200,000 
mark. From the outside it is 
difficult to see why 200,000 readers 
of the latter are not as good to an 
advertiser as the same number 
of readers of Munsey’s. They can 
be purchased at the same price per 
thousand. In a recent interview 
in Printers’ INK a _ mail-order 
advertiser, P. C. Sherman, testi- 
fied that results on his safety 
razor at $5 had been excellent in 
magazines like Ainslee’s, Popular 
Magazine, Scrap-Book, etc., and 
that he asked no better mediums 
than story magazines supported 
by readers, carrying little adver- 
tising and having a very low rate. 
In one case such a medium 
brought him orders at a price far 
below the widely-used monthlies. 
Why publishers do not push the 




















advertising sections of such per- 
iodicals more vigorously is as dif- 
ficult to discover as advertisers 
reasons for staying out. But the 
increase of such mediums and 
their stability as business enter- 
prises has given the lie to the 
commonplace that “The advertiser 
supports the magazine.” This is 
now only partly true. 


MAGAZINE NOTES. 


What to Eat has moved into the 
Record-Herald Building, Chicago. 


The Jilustrated Outdoor News began 
its fourth year with a special anni- 
versary issue May 12. 


Town and Country was sixty years 
old in May, and celebrated with a spe- 
cial issue on the roth. 


The Chicago office of the Associated 
Sunday Magazines, A. H. Billingslea 
in charge, is now in the Record-Herald 
Building, that city. 


The Chicago office of the Ladies 
World and Judge, in charge of Charles 
B. Nichols, has been moved to the 
Marquette Building, that city. 


The Curtis Publishing Company has 
added to its realty holdings a lot 25x 
130 on the Walnut street side of its 
mechanical building, and will enlarge 
the latter. 


Joseph J. Little, publisher of Pear- 
son’s, is in Europe. Herbert S. 
Houston, advertising manager of the 
World’s Work, is also in Europe with 
his wife. 


The Postoffice Department rules, re- 
garding corner coupons, that any small 
form is permissible so long as its de- 
tachment leaves the advertisement of 
which it forms part intact and per- 
manently attached. 


G. G. Dawe, circulation manager of 
the Delineator, has secured the con- 
viction of ten bogus subscription agents 
the past year. Recently he appeared at 
Johnstown, Pa., to prosecute two swind- 
lers in jail there. 


Vim, Medical Talk for the Home, 
and Health, have been consolidated as 
Health, and guarantee a circulation of 
is at 


100,000. The publication office 
321 Fifth avenue, New York. B. F. 


Brovandie is advertising manager. 


David D. Lee, in charge of the New 
York office of Surburban Life, has 
been made Eastern advertising mana- 
ger, covering New England in addition, 
with Edmund T. Smith, formerly with 
Appleton’s Magazine, as assistant. 


According to the Bobbs-Merrill Com. 
pany, the percentage of gain, and the 
gain in actual pages of advertising in 
the Reader for 1906, over last year, 
is greater than in any other standard 
magazine published in this country. 


The annual report of the Butterick 


PRINTERS’ INK. 











It 
Publishing Co. shows that its typograph- 


ical labor war last winter cost over 
$65,000. Dividends aggregating $480,- 
ooo have been declared, nevertheless, 
and net profits last year were over 
550,000. 

Mrs, Mary V. Hammond, publisher 
of the Era Magazine, which had been 


moved to Deposit, N. Y., has been 
declared a bankrupt, but possesses al- 
most enough assets to clear her $60,- 
ooo liabilities. Before she went into 
the magazine business, it is said, Mrs. 
Hammond was well-to- ‘do, 


The Technical Worid Magazine, Chi- 
cago, has opened an office at 1 Madi- 


son avenue, New York, in charge of 
Edmond S. Lancaster, and another in 
the Tremont Block, Boston, in charge 


of Charles S. Parr. A new rate, sixty- 
five cents a line, $106 per page, went 
into effect in May. 


Motor states editorially that its cir- 
culation during 1905 averaged over 
20,000 copies per issue, and frankly says 
that, as the cost of getting more circu- 
lation rests with its advertisers’ will- 
ingness to pay a higher rate, it leaves 
to them the question as to whether an 
increase shall be sought. 


The Chicago office of Cassell’s Maga- 
sine, in charge of W. J. Mcdonald, has 
been moved to the Schiller Building, 
that city. Mr, Macdonald also repre- 
sents the Four-Track News and David 
C. Cook Publishing Co.’s publications. 
3yron Keough, lately with the Holyoke, 
Mass., Transcript, has become adver- 
tising manager of Cassell’s. 


A new corporation, Internationai 
Publications, Ltd., has taken over the 
Harmsworth publications in this coun- 
try and Canada, with the business ot 
C. H. Murray, publisher, Toronto. Its 
office is at 75 Yonge street, that city, 
and in September the Harmswortii Self- 
Educator Magazine and London Maga- 
zine will be introduced into the United 
States. The corporation is seeking an 
advertisiag manager, 


A library plan similar to that of the 
London Times has been adopted by 


Benziger’s Magazine. This monthly 
goes into Catholic homes, and for ten 
cents a month books of a religious 


nature are circulated to library mem- 
bers by mail. Only one book a month 
may be drawn, but local reading cir- 
cles are established and members ex- 


change books, so that an _ extensive 
library may be drawn upon. 
An_ investigation of the Theatre 


Magazine’s circulation by the Associa- 
tion of American Advertisers has re- 
sulted in a certificate showing an av- 
erage issue of 53,125 copies per month 
during 1905. In Rowell’s American 
Newspaper Directory this magazine is 
rated 53,088 for the same period. It 
now claims a monthly issue of 60,000. 
An advance in rates goes into effect 
with the October issue. The advertis- 
ing manager of the Theatre Magazine 
is Paul Meyer. . 


Appleton’s Magazine comes down to 
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fifteen cents in July, and has put into 
effect a new rate, $100 per page, sixty 
cents a line. A monthly circulation of 
100,000 is guaranteed. Metz B. Hayes, 
advertisng manager, states that all ob- 
ligations to the Booklovers Library 
have been fulfilled, and of the 40,000 
readers who received the magazine as 
a premium with a library subscription 
only those who have renewed for cash 


receive it to-day. Sixty per cent of 
the circulation is direct subscription. 
The Broadway Magazine, lately 
bought by a new company and moved 
to 7 West 22d street, New York, is to 
be enlarged and transformed into a 
monthly chronicle of New York life. 


Theodore Dreiser, its editor, was iden- 
tified with the launching of Success and 
Ainslee’s, and is engaging for the 
Broadway many prominent contributors. 
The magazine will have 128 pages, with 
good newsstand covers, and its metro- 
politan tone will be relied on to give 
national interest, purely local treat- 
ment being avoided. 


Tales was a year old in May. De- 
voted entirely to translations of stories 
from foreign languages, this unique 
monthly published in its first year 198 
stories, translated from _ fourteen 
languages, representing seventeen dis- 
tinct nations and literatures. The year 
included these translations: French 64, 


yerman 46, Russian 21, Italian 19, 
Spanish 10, Hungarian 6, Danish 5, 
Swedish, Norwegian, Dutch, 3 each; 


Polish 2, Persian, Turkish, Japanese, 1 
each. Fourteen of the stories were 
novels of book length, 


As a result of the first article in its 
bucket-shop series, published in the 
current issue, Everybody's has been 
sued for libel by Bergstrom & Co., 
bankers, 168 William street, New York, 
who deny that Alexander J. Halter 
is a_ member of their firm as charged 
in the magazine. Damages of $500,- 
ooo are asked. Four Chicago sports- 
men who went on a trip to Hudson 
Ray territory under the auspices of the 
Outing Magazine are suing that period- 
ical for $500 each, on the charge that 
guides were not furnished as agreed. 


Men and Women, the Cincinnati 
Catholic magazine, has been purchased 
by Martin Maloney, a_ Philadelphia 
millionaire, and i's capital stock in- 
creased from $250,000 to $300,000, of 
which the purchaser will hold $180,000, 
The publication is to remain in Cin- 
cinnati, which is a center for the 
14,000,000 Catholics in this country, 
but it is to be enlarged, fitted with a 
new plant, and made one of the 
strongest magazines in the United 
States, according to report. Mr. 
Maloney was lately received at Rome 
by Pope Pius 


Good Housekeeping has 
series entitled ‘The Worst Railroad 
Eating House?’’ Contributions are in- 
vited, and an investigation will be made 
by representatives’ of the magazine in 
various parts of ‘the country where bad 
ones are reported. The announcement 
of the contest appears in the June is- 


started a 
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sue right near a biography of Simeon 
Ford, who runs the Grand Union Hotel, 


near the Grand Central Station, New 
York. Mr. Ford’s place is perhaps a 
railroad eating house, but there is 
evidently no connection between the 


two articles. 


Another Chicago office for the Busi- 
ness Man’s Magazine, to handle the 
lsook-keeper Publishing Co.’s books and 
novelties, has been opened in the Unity 
3uilding. This is separate from the 
advertising office in the First National 
Bank Building. The magazine also has 
its own newsstand delivery in that city. 
An advertising and_ circulation office 
has also been opened in Montreal, in 
charge of Mr, Poirer. This magazine 
offers readers prizes for pointing out 
the best advertisements appearing in 
its pages, and also for indicating what 
they consider the poorest. 
——— 


talk is most convincing to 
Advertising World. 





PLAIN 
plain people. 














HIGH WATER 


Matt 
don't tell enough. The 





in circulation 








yearly average is better, 





but best of all is the 





statement of circulation 





for each and every day 


of the preceding month 





printed in every issue 
of The Chicago 
Record- Herald. 




















Lincoln Freie Presse 


GERMAN WEEKLY, 
LINCOLN, NEB. 
Prints nothing but original matter and 
brings an abundance of articles and 
items of special interest to German- 
Americans, which accounts for the im- 
mense popularity of the paper in the 

German settlements everywhere. 



































SHOP SHOTS. 
By Frank Farrington, 


The two best mediums for store 
advertising are without doubt the 
window and the local newspaper. 
Cheap or slack treatment of either 
will prove to your satisfaction that 
advertising is a failure. 

* * * 


Business follows the crowd. In 
other words, business makes busi- 
ness. Get the people coming to 
your store, whether it is to buy, to 
iook, or only to ask for souvenirs. 
At all events, keep the store look- 
ing busy. 

* * * 

Newspaper advertising, reduced 
to its lowest common denominator, 
is simply with reference to the 
goods, what, where and how much? 
Cover those three points in plain 
language and you have made pay- 
ing advertisements. 

* * * 


The man who succeeds where 
others fail will be the man who 
looks out for the little leaks. The 
profits of many a store are drib- 
bling away in small, unnoticed 
leaks. 

* * ° * 

You can make more money 
working than you can visiting. 
That does not mean though that 
you can be short with your cus- 
tomers or lead them out of the 
store by the ear as soon as they 
have spent their money. 

* * * 


The ability to give people the 
goods asked for will make more 
satisfied customers than a dozen 
clerks who can nine times in ten 
sell something “just as good.” 

* * * 

To leave your store in charge 
of someone without a practical 
knowledge of the goods is to in- 
vite small disasters. A_ store 
should at all times be capably 
manned. 

* * * 

Never make fun of customers 
before or after they leave the store. 
Check promptly any tendency of 
the clerks to do so. Remarks 
made in that way are liable to 
reach the ears of the wrong people. 


PRINTERS’ INK. 
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How many tight-fisted men do 
you know who have prospered? 
Generosity is not as expensive as 
you think, and it pays other re- 
turns than the mere f nancial kind. 

* : * 


Has your store an individuality, 
or is it simply like a thousand 
others, without distinctive features 
in arrangement3, methods or 
stock? Make your store different 
and the public will remember about 
it. 

: * * * 

The majority of buyers depend 
upon the say so of the seller. Once 
deceived by him means another 
store next time. Are your sales- 
men representing your goods? 

* * * 


Don’t weary a customer for a 
minute with irrelevant talk. Be 
sociable and chatty if the occasion 
demands ; be agreeable at all times, 
but don’t bore people with talk, 
they don’t care about. 

* * * 

Printer's ink is the best tonic 
for a business that has got that 
tired feeling. Use it winter, spring, 
summer and fall. Use it as a pre- 
ventive as well as a cure. 

* * * 

Get all the mail order business 
that you can. The R. F. D. system 
has opened up new territory for 
most dealers. Take advantage of 
this instead of leaving it all for the 
big fellows a thousand males away. 

* 


A tired ‘clerk i isa pore to any 
store. Store mistakes are caused 
by carelessness ninety-nine times 
in a hundred. Carelessness is in- 
creased seven hundred per cent. by 
weariness. Save your clerks when 
you can. 

* * * 

If your stock is anything like 
what it ought to be, it will pay you 
to get out a catalog and see that 
one is placed in every home within 
trading distance of your store. A 
catalog will pay nine stores in ten 
—and the tenth can make it pay. 

A HALF-DOzEN short business stories 
with an advertising moral, all dealing 
with problems of advertising and dis- 
tribution in the dry goods trade, are 


published in booklet form by the Root 
Newspaper Agency, New York, Chi- 
cago, etc. 
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(A Roll of Honor 





(FOURTH YEAR.) 
No amount of money cau buy a piace in this list fora paper vot having the 


requisite qualification, 


Advertisements 


under this caption are accepted from publishers who, accord- 


ing to tne 1906 issue of Rowell’s American Newspaper Directory. have submittea for 
that edition of tne Directory a detailed circulation statement. auly signed and datea, 
also from publishers wno for some reason failed to obtain a figure rating in the i%6 
Directory, but have since supplied a detailed circulation statement as described above, 
covering a period of twelve months prior to the date of making the statement, sucn state- 
ment being available for use in the 1907 issue of the American Newspaper Directory. Cir- 
culation figures in the ROLL oF Honor of the last named cnaracter are marked With an (> ). 


These are generally regarded the publishers who believe that an advertiser has a right 


to know wnat he pays his nard casn for. 


The full meaning of the Star Guarantee is set forth in Rowell’s American 


it. No publisher who has any doubt that the absolute accuracy of his circulation 


Dea Directory in the catalogue description of each publication possessing 


statement would stand out bright and clear after the most searching investigation 
would ever for a moment consider the thought of securing and using the Guarantee Star. 


ALABAMA. 


Birmingham. Ledger. dy. Average for 1905, 
22,069. Best advertising medium in Alabama. 


ARIZONA. 


Phoentx. Republican. Daily aver. 1905,6.881. 
Leouard & Lewis, N. Y. Reps., Tribune Bldy. 


ARKANSAS. 


Fort Smith, Times. dy. Act. av. 1905, 8,781. 
Actual aver, for Oct., Nov. aud Dec., 1905,3.968. 


CALIFORNIA. 


Mountain View. Signs ofthe Times. <Actuai 
weekly average fur 1905, 22.530. 
Oakland. Herald. Average 


1905, 10,260; May 19, 1906, 19.- 


VAR 552. Only Pacitic Coast 
CAN daily circulation guaranteed by 
TEED Rowell’s American Newspaper 


Directory. 


@akiand, Tribune,evening. Average for 12 
months ending December +4, 1905, daily 18,481. 








San Francisco. Pacific Churchman, semi-mo.; 
Kpiscopalian. Cir. 1905, 1.427; Muy, 1906, 1,700, 


San Francisco. Sunset Magazine, monthly, 
literary; two hundred and eigut pages, 5x 
Circuiation 1904, 48.916: year ending Nov., 05, 
59,416. Home Offices, £31 California Street. 


San Jose. Morning Mercury and Evening 
Herzld. Average 1905, 10,524. 
COLORADO. 


Denver. Clay’s Keview, weekly; Perry A. Clay, 
Actual ater. for 1904, 10,926, for 1905, 11,688. 





5 ily. Post Printing and Pub- 

uteeoe poly 44.820; Sy 60.104. 
Average for May, 1906, dy. 53,753; Sy. 78.114, 
£2" The absolute correctness of the latest 
circulation rating accoraed 

the Denver Post is guaran- 

teed by the publishers of 


iat Rowell’s American News- 
vEED paper Directory, who will 


pay one hundred dollars to 
the first person who success- 
fully controverts its accuracy. 


CONNECTICOT. 


Ansonia, Sentipel, dy. Aver. for 1905, 5.022. 
E. Katz, Speciai Agent, N. Y. 

Bridgeport, Evening Post. Sworn daily av. 
1905,11,02, E. Katz, Special agent, N. ¥. 





Sworn daily 
E. Katz. Special Agent, N.Y. 
Meriden. Journal, evening. Actual «aterage 
Sor 1905, 7,587. 
Meriden. Morning Kecord and Republican. 
Daily average for 1905. 7.578. 


Bridgeport. Telegram-Union. 
ar, 1905,10,171. 


New Haven. Evening Register. daily. Actual 
av, for1905, 18.711: Sunday, 11,811, 


New Haven. raliadium, dy. Aver. 1904, 7.857; 
1905, 8,686. E. Katz, Special Agent, N.Y. 

New Haven. Union. Average 1905. 16,209. 
ist 3 mos, 1906, 16,486. E. Katz, Spec. Agi., N.Y. 

New London, Day, ev’g. Aver. 195, 6,109, 
EZ. Katz., Special Agent, N. Y. 


Norwalk. Evening Hour. Daily arerave year 
endiig Dec.. 195,3.170. Aprilcire., as certified 
by Ass’n 1m, Adv’rs,. all returns deducted, 2.869. 
Norwich. Bulletin, morning. Arerage for 
1904, 3.800; 195, 5,920; now, 6,818, 
Waterbury. Republican. dv. rer. for 1905. 
6.648. La Coste & Maxwell Spec. Agents, N. Y. 
DISTRICT OF COLUMBIA. 
Washington. Evening Star, daily and Sun- 
day. Daily average for 1W5. 85.550 (©©). 
FLORIDA. 
Jacksonville, Metropolis, dy. Av. 1904, 8,760, 
Average 195,8,980. E. Katz, Sp. Agent, N. Y. 
GEORGIA. 
Atlanta. Coustitution. Daily average 1905, 
38,590; Sunday, 48.751. 
Atlanta. Journal, dy. Av. 1905,46.038. Sun- 
99 


ay eY9R, Semi-weekly 56.781; May. 1906, 
daily, 52.517; Sun., 53.977; semi-wy., 74.281. 








Atlanta. News Actual daily averuge 1905, 
24.402. S. C. Beckwith. Sp. 4g.,N. Y. & Chi. 


Auguata. Chronicle, 
1905 average. 6,048. 





Only morning paper. 


Nashville, Herald. Average for May /, 1905, to 
May /, 196, 1,457. Richest county in S. Georgia. 


ILLINOIS. 

Aurora. Daily Beacon. Daily average for 
1905, 4,080; sirst three months of 1906, 5, 915. 

©Oatro, Citizen. Daily average January, Feb- 
ruary and March, 1/906, 1,512, 

Champaign. News. First four months 1906, 
daily, 3.076 ; weekly. 8.446. 

Chiengs. Bakers’ [eiper, monthly ($2.00). 
Bakers’ Helper Co. Arerage for 1905,4.100(@0). 


Chicage, Breeders’ Gazette. weekly; $2.00. 


Average circulation 1905, tu Dec. sist, 66,605. 
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Chiengo. Dental Review, monthly. Actual 


average for 1905, &, 708. 


Chicago. Examiner. Arerage for 1905.144,- 
806 copies daily; 9% of circulation in erty; 
larger city circulation than any two other Chi- 
cago morning papers combined amined bi 
Association of American Advertisers. Simith & 
Thompson, Representatives. 


Chieago. Farm Loans and City Bonds. Lead- 
ing investment paper of the United States. 


Chicago. Farmers’ Voice and Naticnal Rural. 
Actuai aver., 1905, 80.700, Jun., 1906, 42,460. 


Chicago, Inland Printer. Actual average cir- 
culation sor 1905, 15.866 (© ©). 

Chiengo, Orange Judd Farmer. Only agricul- 
tural weekly covering the prosperous Western 
States. Circulation is never less than 90.000, 
The count made Uct. 20, 1905, showed 85,120 
paid subscribers. lKeaches nearly 90% of the post- 
offices in Nebraska; 80% of the postoffices in 
Illinois. Michigan. Wisconsin, Iowa and Minn 
esota; half the postoffices in Indiana and Kansas 
and two thirds of those in the Dakotas. All ad- 
vertisements guaranteed. 

Chicago, Record-Heraid. Arerage 1904, daily 
145.761. Sunday 199.400. average 1905, daily 
146.456, Sunday 204.559. 
t@™The absolute correctness of the latest 

circulation rating accorded 
the Chicago Record-Herald 


(Avel-w is guaranteed by the pub- 
te ND lishers of Rowell’s American 


Newspaper Directory, who 
will pay one hundred dollars 
to the first person who successfully con- 
troverts its accuracy. 


Chicago, Svenska Nyheter. weekly. Sworn 
arerage December, 1905. 21,775. 


Chicago. System. monthly. “The System Co.. 
pup. Kastern office | Madison Ave., N. Y. rer- 
age for year ending, March, 1906, 50.556. Cur- 
rent average in excess of 60.000. 

Chicago. The Tribune has the largest two-cent 
circulation in the world, xnd the largest circula- 
tion of any morning newspaper in Chicago. The 
TRIBUNE is the only Chicago newspaper receiv- 
ing (©©). 

Peoria, Evening Journal, daily eae Sunday. 


Sworn daily average for 1905, 18,8% 


Peorta. Star, evenings ana Sunday morning. 
Actual average for 1905, d’y 21,042. S’y 9,674. 


INDIANA. 


Evanaville. Journal-News. At. for 1905, 14.- 
040. Sundays over 15.000. E. Katz, S. A..N.% 
Indianapolis, Up-to-Date Farming. 1905 av., 
156,250 semi-monthly; 75c. a line. Write us 
Notre Dame. The Ave Maria. Catholic weekly. 
Actual net averuge Jor 1905, 24.890. 
Princeton, Clarion-News, daily and weekly. 
Daily average 1905,1,447; weekly, 2,597. 
Riehmond. Sun-Telegram. Sworn av, 1906, dy. 


8.744. 





South Bend. Tribune. Sworn datly average. 
1905,7.20%. Sworn aver. for April, 1906, 8.074. 


IOWA. 
Davenport, Catholic Messenger, weekly. 
Actual average for 1905, >,814. 


Davenport. Times. Daily aver. April, 11.966, 
Circulation in City or total guaranteed greater 
tnaan uny other paper or no pay Jor space. 


Den Moinen. Capital. daily. Lafayette Young 
publisher, Actual average sold 195. $9.78. 
Present circulation over 40.000. City and State 
c:rculation laryest n Iowa. More local advertis- 
ing in 1905 in 342 issues than any competitor in 


365 issues. The rate sire cents a line. 

Des Moines, Register and Leader—daily and 
Sunday—carries more ‘“‘Want” and local display 
advertising than any other Des Moines or Iowa 
paper. Aver«- ye circulation for apr., dy. 27,647. 


Keokuk. Gate City, Datly av. 1904, 8.145: 
1905, 8.406, 





& 
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Musentine. Journal. Daily av. 1905, 5,382. 
Semi-veekly 3.098. 


Sioux City, Journai. daily. Avernge for 1905 
sworn, 24.961. av. sor Feb., 1946, 26,708, 
Prints most news and most foreign «nd local ad- 
vertising. Read in sv per cent of the homes in ccty, 


Sioux City. Tridune. Evening. Net sworn 
daly, average 1905, 24,287: Feb.. 146, 26 426, 

The paper of largest paid circulation. Ninety 
Ken cent of Sioux City’s reading public resds 


 Trioune. Only lowa paper that has the 
Guaranteed Star. 
KANSAS. 
Wutehinaon, News. Daily 1905, 8.485. E. 


Katz, Special Agent, N. Y. 


Wichita. Star, weekly. Areraye for year end- 
ing Junuary, 196, 2.845, 


KENTUCKY. 
Lexington. Leader. Ar. 705. evg. 4.694. Sun. 
6.1638, £. Katz, Spec. Agt. 
Owensboro. Inquirer. Dy. ar.,. 4905, 1.918: 
Muy, 06, 2,622. Payne & Young, N.Y. and Chic. 


LOUISIANA. 

New Orleans. Item. official journai of the 
vity. Av. cir. for Jan., Feb, and Murch,. 196, 
25,864; av. cir. Jan., 196, 24.615: for Feb., 
1906, 2.419; Jor March.,1906, 26.0693 for April, 


1906, 26.090. 
MAINE. 

Auguata. Comfort,mo. W. H. Gannett, pub 
Actual average sor 195, 1.269.578. 

Augusta, Kennebec Journal, dy. and wy. 
Average daily, 195. 6.986, weekly, 2.090. 

Bangor. Commercial. Average yor 1905, daily 
9.4538. weeicly 29,117. 


Dover. Piscataquis Upserver. 


Actual weerly 
average 1905. 2.019. : 


Lewiaton, Evening Journal, daily. 
1905, 7.598 (O ©). weekly 17.448 O@). 


Phillipa, Maine Woods ana Woodsman.week ly, 


Aver. for 


| J. W. Brackett Co. Arerage for 195. 8.077%. 


Portland. Evening Express, Average for 1905, 
daily 12.005. Sunday Telegram, 8,423. : 


MARYLAND. 
Annapolis. U. 8. Naval Institute, Proceedings 
of;q ; copies printed av.yr. end’g Sept. 1905.1,6357. 
Baltimore. American, dy. Av. 12 mo. to Jan. 34, 
'06,64,187. Sun., 59,942. No return privilege. 


Baltimore. News, aaily. Evening News Pub- 
lishing Company. <Arerage 195, 60.678. For 
May. 1906. 66.096, 

The absolute correctness of the 
A Litest circulation rating accorded 
Aleta the News is quarunteed by tne 
AN ublishers of Rowell's American 
TEED fewspaper Directory. who will 
pay one hundred dollars to the 
jirst person who successfully con- 
troverts its accuracy 


MASSACHUSETTS. 


Boston, Christian Endeavor World. A leading 
religious weekly. Actual arerage 1905, 99.491, 


Boaton, Evening Transcript (OO). Boston’s 
tea table paper. Largest amount of week aay adv. 


Loaton.Globe. Average 1905, daily, 192.584. 
Sunday, 299.648. “Lurgest Circulation Daily 
of any twocent paper in the United States. 
100,000 more circulation than any other Sunda 
paper tn New England.”’ 4dvert:sements go in 
morning and afternoon editions for one price. 


t2 The absolute correctness of the latest 
circulation rating accorded 
the Boston Globe is guaran- 


Cleatmwe teed by the publishers of 
aN Rowell’s American News- 
‘aA =6opaper Directory, who will 


pay one hundred dollars to 
the first person who successfully con= 
troverts its accuracy. 
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Boaton. Post. Average fur April, 1906, Boston 

Bete Post.241.216; Boston sunday Post, 251.- 

Daily gain over April, $105, 16.684: 

ey aoe April, 15. 39.722. Flat 

Ss. 1. daily. 20 cents; Sunday, 18 cents. 

The Great Tpreakfast Table Paper of New Eng- 
and. 

Fall River. News. Largest cir’n. Daily ar. '05, 

6.6638 %&) Robt. Tomes. Rep., 1/6 Nassau St.. N.Y, 


Lywun, Evening News. Actual average for 1905, 
5,805. 

Springfleld, Farmand Home. National Agri- 
cultural semi-monthy. Tota circulation, 
SI2.a6 Distributed at 69.164 postoffices. 
Eastern and Western editions. All advertise- 
ments guaranteed. 

Springfield. Good Housekeeping,mo -iver- 
aye 1406, 206.088. No issue iess than 200.000, 
All advertisements gua; ant 


Springfield. New tngland Homestead. Onl 
important agricultural weekly in New Englan 
Paid circulation, 40,000. Reaches every post- 
Office in Mass.. kt. 1.. and Conn., and all in Ver 
mout, New Hampshire and Maine. except afewin 
the woods. All advertisements guaranteed. 


Worcester. (Opinion Publique, dai!y(© ©). 
Paid averaye for 1905. 4,233. 
MICHIGAN. 


Adrian, Telegram Dy. av. last three months, 
1905,.171. Payne & Youngs. Specials. 


Grand Kapida. Kvening Press dy. Arerage 
1905, 46.456. Corers Western Michigan. 


Jackaon, Morning Patriot. arerage gre, 
1906, 5,863; Sunday. 6.584; weekly. 2.818 


Saginaw. Courier Herald. daily. eee. 
Average 15.12.3894: May. 1906, 14,27 


Saginaw. Evening News. daily. Average sor 
4905, 16,.710; May, 1906, 19,482, 


MINNESOTA. 


oY. 


Minneapoila. farmers’ Tribune. one e _m. 


W.J. Murphy, pub. Aver. for 1905, 46.4 


Minnespolis. Farm, Stock and esi semi- 
monthly. Actwai =e 1905, 87187; first 
three months 1906, 96,78 

The absolute accuracy of Farm, 

Stock & Home's circulation rating 

is guaranteed by the American 

Meal w Newspaper Directory. Circulation is 


AN aie teally ae to the Sarmers 
La A) Minnesota. the Dakotas. Western 
Wisconsin and Northern Iowa. Use 

it to reach section most projitably. 
Minneapolla. Journal, Daily and Sunday. 


In 1905 average daily circulation 67.538 rr y 
—- circulatio. for May, 1906, 73.4 
Aver, Sunday circulation, aay 7906, tovse 
The olute accuracy of the 
Journal's circulation ratings is 
guaranteed by the American News- 
paper Directory. reaches a 
greater number of the purchasing 
classes and goes into more homes 
than any — in its jield. It 
brings resu 


Minneapolia, School Education, mo. Cir. 1905, 
9,850. Leading educationai journal inthe N.-W. 
Stamsneetie Tribane. W. J. Murpby, pub. 
Ect. i867. dest Minneapolis daily. The Sunday 
Tribune oan per tssue for ene fre three 
montns of 196 was 82.709. = T! vy Tribune 
average per fssue ad the first ~ hey quake of 
1906, was 105,19 
CIROU LATIN * The Evening Tribune is guar- 
anteed to have a laryer circula- 
tion than any cther Minneap- 
olis newspaper’s evening edi- 


GUAR tion. The carrier-delivery of 
AN the daily Tribune in Mmneap- 
TEED olis is many thousands greater 


than that of any other news- 

uper. e erty circulation 

by Am. News- alone exceeds 43.000 daily. The 

pores Diree- Tribune in the recognized 

tory. Want Ad paper of Minne. 

apolla. 

Minneanpoiia. Svenska Atmerikanska Posten. 

Swan J. Turnblad, pun. 1905,51.512 


&t. Paul. A. 0. U. W. Guide. Average weekly 
etrculation for 1905, 22.542. 








PRINTERS’ INK. 


St. Paul. a, Average net sold for year 
1905, 60,968 d 

&t. Paul, oon yen s.mo. Rate, 40. per 
line, with discounts. oe Sor sic months 
ending December, 1905, 92.625 


St. Paul. Pioneer Press. 
— Sor January—baily 35,302. 
S?. 








Net average circula- 
Sunday 32.- 


The absolute accuracy of the 
Pioneer Press circulation state- 
meuts is guaranteed by the ameri- 


Lela we can Newspaper Directory. Ninety 
AN per ceut of the moneu due for sub- 
TEED scriptions is collected showiny that 


subscribers take the paper becaus» 
they want it, All mutters pertuin- 
ing to circulation are open to investigation. 

Winona. The Winona Republican - Herald, 
oldest, largest and best newspaper in Minnesota 
outside the Twin Cities and Duluth. 


MISSOURI. 

Joplin. Globe, dail Average 1905, 18.894, 
Dec.,'05,14,.088. EH. Katz, Special Agent, N. Y. 

Kaneas City, Western Monthly. Reaches prac- 
tically all mail-order and general advertisers. 

&t. Joneph, News and Press. Circulation 
1905, 35,158. Smith & Thompson, Hust. Rep. 

St Loula. Courier of Medicine, monthly. 

Actual average for 1905, 9.925. 


St. Louis, Interstate Grocer has three times 
more circulation than three other Missouri gro- 
cery paperscombined. Never less than 5.000, 


St. Louis, National Druggist. mo. Henry R. 
Strong, Editor ana Publisher. Average for 1905, 
8.041 (© ©). astern office, 59 Maiden Lane. 


&t. Louis. National Farmer and Stock Grower. 
monthly. Areraye ror 1903.106.6 average for 
1904, 104.750: average for (905, 105.541, 

MONTANA. 
Butte. Inter-Mountain. Sworn average daily 
cire’n 1905. 11.776. Aver. Dec., 1905, 12.698, 
NEBRASKA. 
Lineoin, Daily Star. evening 
and Sunday morning. -ctual 





Chala daily average for 1304,15.239, 
tro For 195, 16.409 Only Neb- 
raski paper that has the 


Guarantee Star. 





Lineoln, Deutsch-Amerikan Farmer. weekly. 
Average 1905, 147.032. 


Lineoin. Freie ‘on sse, weekly. Actualaverage 


for 1905, 150.73 





Lincoln, Journal and News. Daily average 


1905, 27,092. 
maha, Farm Magazine, monthly. nee 
deta year ending January, 1906, 40,714. 
NEW HAMPSHIRE. 


Nashua, Telegraph. The only daily in ay: 
Sworn aver. for 6 mos, ending Mar, 31,'06,4,4 


NEW JERSEY. 
Elizabeth, Journal. Av. 1904. 5.5223 1905, 
6.8105; ‘st 3 mos. 1906. 6.965; March, 1906,7,191. 
Jersey City. Evening Journal. 
1905. 22.546. Last 3 mos. 1905, 28, 
Newark. Evening News. Evening News Pub. 
Co. average for 1905. 60.102; Apr. ’06. 68,782. 
Plainfield. Daily Press. Average 1925, 2.87 4. 
Sirsts months, 1906,2,9%1. It’sthe leading paper. 
Trenton, Times. Arerage. 1904, 14.774; 1905, 
16.458; April, 18,525. Only evening paper. 

NEW YORK. 


Albany. Evening Journal. Daily average for 
1905. 16.812. Jsthe leading paper. 


Areraye for 
408. 


Binghamton. Evening Herald, daily. Herald 
Co. Aver.for year end. March, 1906. 12,416 (% 











Buffalo. Courier, morn, Av./905, Sunday 86,- 
WTA; duily 45.008; ; Enquirer, even.. 31.027. 





Batigie, then Fe ewes 


88.457; 195 94.6 
Catskill, Recorder. 1905 average. 8.811; May, 


1906,8.988. Best adv. medium in Hudson Vailey. 


Daily average 1904, 





ek Londen, evening. 
6.25353 195,6.% 


Cortland, Democrat fridays. Fst. 1840. Aver. 
1905, 2,126. Only Dem. paper tn county. 


Glens Falls, Times. Est. 1878. oy oe paper 
Average year ending March «1, 1906, 2.508. 


LeRoy. Gazette, est. 1826, Av. 1105, 2,287. 
Largest wy. cir. Genesee. Orleans, Niagara Co.’s. 


Newburgh. News. daily. Ar. 1905, 5.160. 
3,000 more than all other Newb' gh paperscomoined 


New York City. 

New York, American Agricuts urist, Best 
farm und family agricultural weekly in Middle 
and Southern States. Circulates 100.000 cop- 
ies weekiy, of which 95.468 are actual paid 
subscribers, as per count of June 1, 1905. =~ 
cureardineey ‘ character and purchasing er 
of its readers is emphasized by the fact that 
AMERICAN AGRICULTOURIST’S subscribers in New 
York include every postoffice in the State. In 
New Jersey it goes to 77% of all the postoftices; in 
Delaware 87%, in Pennsylvania 74%, in Ohio 85<. 
and to 20% to 404 of tne postoffices in the Southern 
States. All advertisements guaranteed. 


Average, 1904, 


American Magazine (Leslie’s Meatety). Pre- 
reulation, 256,108, -_— ran- 


sent average 
teed average, 250,000. Excess, 78,296. 


army & Navy Journal, Est. 1863. Actual weekly 
a. erage for first 19 issues. 1906. 9.592 (OO). 


Atlantis. Daily Spot newspaper. Actual aver- 
aye for 195, 9.355 


Ruker’s Review. monthly. W. Rk. Gregory Co., 
publishers. .ictual average J Sor 1905 5.008. 


Benziger’s magazine, family eae, Pen- 
ziver Brothers. Arerage for 1905,44,166, pres- 
eut circulation, 50,000, 


Chopper, weekly (Theatrical). Krank Queen, 
Pun. Co,, Ltd. Aver. for :905, 26,.2283(OQ@). 


Hardware Dealers’ Magazine, morthly. 
In 1995, average 1ssne, 19.020 ( ‘© ©). 
D. TI. MALLETT, Pub. roaaway. 


Jewish Morning Journal. Average for 1905, 
64.668. Only Jewish morning daily. 


Music Trade Review, music ane and art week- 
ly. Average Jor 1905, +. 341 


Printers’ Ink, a journal for advertisers, hg 
lished every Wednesday. Established 1888. 
tual weekly average for 1963, 11,001. por 
weer ly average for 1904, 14, 918. “Actual weekly 
average for 19 5, 15.090 copies, Actual weekly 
average for the first seventeen weeks in 1906, end- 
ing April 25, 16,250 copies, 





The People’s Home Jourral, 544.541 monthly. 
Good Literature, 444.667 monthly, arerage cir- 
culations for 195—all to paid-in-advance sub- 
seribers. F. M. Lupton, pubi:sher. 


The Tea and Coffee Trade Journal. Averag 
eirculation Jor x cuaong April, 1906, 5, 2263 
April, 1906. issue. 


The Wall Street Jo .ual. Dow. Jones & Co. 
publivhers. Daily average 1905, 13,158. 


The World. Actual arer. for 1905, Morn,. 205. 
490, Ereuing. 371.706. Sunday, 411.074. 


Seheneetudy, Gazette. daily. A. N. Liecty. 
Actual average for 1904, 12.574; 195, 13.058. 

Syracuse, Evening fleraid. daily. Herald Co. 
pub. Aver, 1905, daily 35.552. Sunday 40,098. 


Utiea, National Electrical Contractor, mo. 
Average for 1905, 2.645. 


Ttten. Press. daily. otto a, Meyer. publisher, 
Average for 1905, 14,3889. 


NORTH CAROLINA. 


Raleigh. Biblical Recorder, weekly. Av, 1903, 
8,872. Av. 194, 9,756, Av. for :405, 10,206, 
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Raleigh, Evening Times. Leads all afternoon 
papers in circulation between Richmond and 
Atlanta, Full A, P. dispatches. Actual daily 
average 1905, 4.251. 

Raleigh. News and Observer, N. C.’s great- 
est daily. Sworn average 195, 10.202, more 
than double that of any other Raleigh dvily, 4v% 
greater than that of any other daily in the Stute. 


NORTH DAKOTA. 
Grand Forks, Normanden. Av. yr. 05, 7,201. 
Aver, for Jan., Feb., Mar, and Apr., 196, 7,795, 
OHIO. 
Ashtabula. Amerikan Sanomat. 
Actual average for 1905. 10.766, 
Jolumbus, Hunter-Trader-Trapper, monthly. 
Actual average circulution 195, 22,708, 


Finnish, 





Coshocton, Age, Duly ar, 1905, 2,128; in city 
10,000; factory pay-rolis $150,000 monthly. 


Dayton, The Watchword. Illus. Young lec- 
= ‘ap-r. Av, 1905, 85.519, 15c. per agate line 
ngfield. Farm and Fireside, over 4% cen- 

ont pao Nat. agricult’l paper. Cir. 415,000, 


Springfleld. Womans Home Companion. 
June, 1906, circulation, 565,000; 115.000 abore 
guarantee. Executive offices, N. "Y. Ci ity. 


Youngstown. Vindicato:. D’y ar, '05, 12.9105 
Sy. 10,1278: LaCoste «¢ Marwell. N.Y. & Chicago, 


Zaneaville, Times-Kecorder. Sworn arerage 
1905.10,5¢64. Guaranteed double nearest com- 
petitor and 50% in excess combined competitors, 


OKLAHOMA. 
Oklahoma City. The Oklahoman. 1/905 arer. 
11.161. Apr., 66, 18,284, E, Katz, Agent, N. ¥. 


OREGON. 


Portland, Evening Telegram. Circulation 
1905, 22.142, Gain over /94, 871. 


Portland, Journal. 


i Dy. and Sy. Actual aver. 
for April 26,210. 26. 


ver. year 05, 21,92 


PENNSYLVANIA. 


Erie. Times, daily. <Arer. for 1905, 15.248, 
April, 196, 16.978. E. Katz, Sp. Ag., N.Y. 


Marriaburg. Telegraph. Stcorn ar., Apr.. 18. 
%6y. Largest paid circulat’n in H’b'g, vr no pay. 


McKeesport Sem 4 News is the Want ad me- 
dium, because can prove a greater bona fide 
circulation £3 all other McKeesport papers 
combined. (ne cent a word in advance, Get 
advertising ee from R. J. SHANNON, 150 
Nassau St., New York. 





Philadelphia. Confectioners’ Journal, mo. 
Av. 194, 3.004; 195, 5.470 (OO). 


Philadelphia, Farm Journal, 
mootaly. V ilmer Atkinson Com- 
pany, publisners, Average for 


195, 568.266. Printers’ Ink Qe 
awarded the seventh Sugar Bowl AN 
to Farn Journal for the reascr. TEEO 
that: ‘that paper. among ail t 

‘publisned tun the Un ted States, 


“has oeen pronounced the one 
“tha: t hat best serves Pree cs 





“ror the agricultural popula- 

“tion, and as an effective and 

“economical boii’ Jor com- 

“municating wi them 

“through its swavertising coiumns,” “ Unlike any 
other paper. 


Philadelphia, German Daily Gazette. Aver- 
circulation, 1905, daily 51,508; Sunday, ¥.44.4665 
sworn statement, Circulation books upen 


Enlindelphio. The Press is 

Philadelphia’s Great Home News- 

A pe per, Besides the Guaran 

ov ei tar,it has the Gold Marks and is 

cn the Roll of Honor—the three 

te EO most desirable distinctions for 

aed newspaper. Sworn daily av- 

rage for 1905, 106,600; Sunday 
average April, “906, 156,284, 


Philadelphia. The Merchants’ Guide, pub- 
lished weekly. ‘The paper that gets results,” 
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an icra nearly everybody reads THE 


The Philadelphia 
BULLETIN’S 
Circulation. 


The following statement shows the actual cir- 
eulation of oy ao for eacu day in the 
month of April. 1 













_ 
Sree rt or 





Total for 25 days, 5,838,286 copies. j 
NET PAID AVERAGE FOR MAY, 


218,465 copies a day 


THE BULLETIN’s circulation ficures are net; all 
damaged, unsold, free and returned copies have 


been omitte J. 
Wi LiaM L. 
PHILADELPHIA, May 


Pittsburg. The Uaited Presbyterian. 
circulation 1905, 21,260 


etaen, Publisber. 


Weekly 


West Cheater. Local News, 
daily. WwW. H. Hodgson. 4: eravesor 
105, -4 In its 34th year. 


GUA fre a nny Has Chester County 
AN and vicinity for its field. Devoted 
igaaeh to home news. henze 18 a home 


paper. Chester County is second 
tn the Stute mn agricultural wealth 


William«port, Grit. America’s Greatest 
Weeily Average 1905,226.718. Smith & Thomp- 
son, keps.. New York and Chicago. 

York. Dispatch and Daily, Average for 1905- 
18,551. Enters two-thirds of York homes. 


RHODE {SLAND. 
Pawtueket. Evening Times. Aver, c(rculation 
Sour months ending April 30, v6, 17.502 (sworn). 


Providence. Daily Journal. 17.628 (@G). 
Sunday, 20.888 (OO). Evening Bulletin8%, 788 
averuye 195." Providence Journai Co.. pubs, 


Weateriy. Sun. Geo. H. Utter, pub. Aver. 1905, 
4.467. Largest circulation in Southern R. 1. 
SOUTH CAROLINA. 
Ohurieaton. ee Post. Actual dy. aver- 
age fur 195, 4.5 
Coiumbia, State, Actual aver- 
age for 1905, taily 9.587 copies 


GUAR (OO); sem:-weekly, 2,625, Sunday 
05, 11.072(@O). Actual average 
WEA July to Dec.3/. 105, daily 10,153; 


Sunday 11.524. 


- TENNESSEE. 


Knoxville. Sentinel. Average March 11.598. 
Carries more aavertising in six days than aoes 
contemporary in seven. Write for information. 

Knoxville Journai and Trib- 
une. Daily average year ending 
December 31, 1905.13.018, Weekly 





hata crerage 1904, 14.51%. 
AN One of only three papers ves 
TEED he South: and ovly paper 


‘ennessee awarded ti Dina 
Star. The leader in news, circula- 
tion, influence and advertising patronage. 

Memphis. Commercial Appeal. duly, Sunday, 


weekly. average 195, daily 88.916. Sunday 
Tnompsen, 
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in, Times, 


Romeh 
evn atug February, 1906, 


Nashville, Banner, daily. Aver. for year 1903, 
TI2; for 194, 2O.7083 for 1905, $0,227, 


TEXAS. 


Beaumont, Texas, Enterprise. Arerage 1905, 
5,487; present output over 10,000 guar unteed. 


El! Paso. Herald. Av,’v5, 5,011; Feb '06.5,568, 
Merchants’ canvass showed HERALD ir 8&4 of El 
Paso homes, Only E! Paso rally eligibles lo = 
of Honor. J.P. Smart, 150 Ni 150 Nassau 8! 


San Angelo, Standard, we weekly. poein Sor 
year ending May é, 196, 8,018 CK). 


VERMONT. 


Barre. Times, daily. F. £. Langley. ‘cea 
8.527, sor last six months, 195,8.691 


ear Pam. Free Press. Daily av. '05. 6.558. 
N 0, or more. Largest city and State 
cir poul:tion. Examined by Associution vf Ameri- 
can Advertisers. 


wy) 4 Circulation year 
10. 


vw. 


News, daily, evening. Actual 


Burlington, 
6.018 ; 1905, 6,886; Decen.ber, 


daily average 1904, 6 
1905, 7.491, 


Montpelier, Argus. Actual daily average 
1905, 8,242, 


Rutland. ae. Average 1904, 
eraye 1905, 4,286 


&,527. Av- 


St. ae. daily. Actual average 


Sor 1905, % 


VIRGINIA. 


amar The Bee. Ar. 1905, 2.846, April 
» 2,865. Largest cir’n. Only eve’g puper. 


taken, News Leader. Sworn dy. av. 1905, 
29.54%. Lurgest in Virginias and Carolinas. 


Riehmond, Times-Dispatch, 
oy 

Actual daily average year end- 
ing December. 1905, 20.876. High 
price circulation with no waste 
or duplication. In ninety per cent 
of Richmond homes. The State 
paper. 


WASHINGTON. 
Tacoma. Ledger. Daily average 1905, 15,8445 
Sunday, 20,385; weekly, 9.642. 


GUAR 
veto 


Tacoma, News. Arerage sirst four months 
1906, 16,212; Saturday, 17,687, 


WEST VIRGINIA. 
Parkersburg, Sentinel. ey. R. E, Hornor, 
pub. Average Jor 1905, 2.442 


Ronceverte, W. Va. News, wy. Wm. B. Blake 
& Son, pubs. Average first 5 months 196, 2,112. 


Wheeling. News. Daily paid cire., 11,196, 
Sunday paid cire., 11,887. Fors. Guaran- 
tees a paid circulation equal to any other two 
Wheeling papers combined. 


WISCONSIN. 
Janeaville. Gazette. d’ly and s.-w’y. Cire’n— 
average 1905, daily 8,149; semi-weekly 8,059, 


Madison, State Journal, dy. Circulation aver 
age 1905,3,482. Onlyasternoon paper. 


Milwaukee, Badger and Farmers’ Record, 
mo.; 75.000 copies (3); rate 30c. a line; largest 
mo. farm journal circulation in this territory, 

Milwaukee. Evening Wisconsin,d y, Av.1908, 
26.648; April, 1906, 29.894 (O©). 


Milwaukee. The Journal.evg. 
ret 4205, 44 od fH Apr. 1%6, 


5.960. The daily circu- 

GUAR wha of The i Journal 
AN is double that oor other even- 
aa =6ing and more than is the paid. 


circulation of any Milwaukee 
Sunday newspaper. 


Oshkosh, Northwestern. daliy. Average for 





55.887. weerly, ey Smith 
Chicago. 


Representatives N. ¥. & 


1904, 7,281. Averuge for the year, 1905,.7, 6s8. , 

















T WISCONSIN 
Agricorrorist. 


Racine. Wis., Est. 1877, weekly. 
Actual ar. for 1905, 41.748: for 
yeur ended April 5, 1996. 42.984. 
fas « larger pe acide in Wis- 
consin than any ot. uper. Adv, 
$2.30 an inch. ¥. 0 ce, Temple 
Court. W. C. Richurason, Mgr. 


Sheboygan, Daily Journal. Arerage 1905, 
1,610. OnJy paper with telegraphic service. 


WYOMING. 
Cheyenne, Tribune. Actual daily average net 
Sor 1906, 4.511. 


BRITISH COLUMBIA. 


v ancouver, Province. eer. Average for 
1906, 8.687; May, 196, 9.472. H. DeClerque, 
U.S. Repr., Chicago and New York 


Victoria, Colonist, daily. Colonist P. &.P. 
Co. Aver. for 1904, 4. B56 (5 Tor 195, 4.808. 
U.S, Kep., H. C. Fisher, New York. 


MANITOBA, CAN. 


Winnipeg, Kree Press, daily and weekly. Av- 
erage for 195. datiy, 30,048; weehiy, 15,654. 
Daily, April, 1906, 84.759. 


PRINTERS’ INK; 
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Winnipeg. Der Nordwesten, Canada’s Ger 
man Family and Agricultural Weekly. keaches 
all the Ger man-s} —— popwiation of 200,000— 
its exclusive fiel Aver. for the year end. ‘May, 
1906, 15,7382; aver, lust sic months, 16,051. 


Winnipeg. Telegram. Daily av.’05. 18,7073 
last three mouths 20,577, (Sat, average 25,000), 


NOVA SCOTIA, CAN. 


Walifax, Herald (© ©) and Evening Mail. 
Circulation, 1905, 15,853. Flut rate. 


ONTARIO, CAN. 


Toronto. Canadian Implement and Vebicle 
Trade, monthly. Average for 1905, 6,083. 


Toronto, The News. Sworn arerage daily 
circulation for year ending Dec. 30, 1905, 88.282, 
Advertising rate é6c. per inch. Flat. 

Toronto. Star, daily. Daily average Feb- 
ruary, 1906, 41,938 copies. 


QUEBEC, CAN. 


Montreal. La Presse. La Presse Pub. Co. 
Ltd., publishers. -ictual average 1904, datly 
80,259 ; 1905, 96,771; weekly, 48,207. 


Montreal, Star.dvy.&wy. Graham &Co. At, 
for 194 Ay, S679. wy. 125,240, Av. for 195, 
dy. 58.125; wy. 126,807, 








THE ROLL OF HONOR. 


The Times Recorder is repre- 
sented constantly in PRINTERS’ 
Ink Roll of Honor. I consider it 
the best publicity for the price 1 
have ever bought—lW. O. Littick, 
Manager, Times Recorder, Zanes- 
ville, Ohio, March -7, 1906. 





Our being included in the Roll 
of Honor has been of more or less 
benefit to us, but we are able to 
trace positive results in but one 
instance. The fact that we were 
so listed produced a favorable im. 
pression on the part of a customer 
and made it easier for us to secure 
his contract—The Inland Printer 
Company, Harry H. Flinn, Secre- 
tary, Chicago, March 8, 1906. 


The Roll of Honor is a weekly 
directory for advertisers, giving 
them a chance to keep the circula- 
tion claim right up ‘to now. When 
an advertiser sees it in the Roll of 
Honor he may know it is correct. 
The Times is the only North Car- 
Olina daily in the Roll of Honor. 
—The Raleigh Times, Geo. B. 
Crater, Publisher, Raleigh, N. C., 
March 8, 1906. 





The Arizona Republican is a 
regular patron of the PRINTERS’ 


INK Roll of Honor and has been 
from the time you added this feat- 





ure to the Little Schoolmaster. We 
consider it the best investment we 
have ever made in the advertising 
line and expect to continue to keep 
the Republican and its sworn aver- 
age circulation iin this list as long 
as we have the opportunity.—The 
Arizona Publishing Company, 
by Harvey J. Lee, Business Man- 
ager, Phoenix, Arizona, March 5, 
1906 


In our opinion the Roll of 
Honor embodies all the requisites 
of successful publicity. The fact 
that certain qualifications are ne- 
cessary to be represefited therein, 
is of itself a strong recommenda- 
tion, the great trouble with simi- 
lar classifications being that noth- 
ing is necessary to gain admission 
therein except the price. Another 
feature which appeals to us! is the 
conciseness of the list and the 
consequent ease with which it may 
be referred to by a prospective ad- 
vertiser.—Newburgh News Print- 
ing and Publishing Co., Frederi:k 
W. Wilson, Newburgh, N. Y., 
March 9. 1906. 


IT DOES BECAUSE IT DOES. 

Tommy is looking over the adver- 
tising pages of an American magazine 
and looks up inquiringly. 

“Dad, this advertisement says ‘Ivory 
Soap—it floats.’ Why does it float? 

Dad doesn’t know. and looks at the 
advertisement for information: can’t 
find it there. Another case for intui- 
tion.—British Advertiser. 
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©O) GOLD MARK PAPERS@O) 








Out of a grand total of 23,461 publications listed in the 1906 issue of Rowell’s American Newspa- 
per Directory, one hundred and fourteen are distinguished from all the others by the so-called gold 


marksi(Q@©). 





WASHINGTON, D.C. 
THE EVENING AND SUNDAY STAR (©©). 
Reaches 90% of the Washington homes. 


GEORGIA. 
ATLANTA CONSTITUTIUN. Aver. 1W5, Deily 
85,590 (OO), Sunday 45,731, Wy,'04, 107,925. 


ILLINOIS. 
THE INLAND PRINTER, Chtenge, oe ©). 
ual average circulation for 1905, 1 
GRAIN DEALERS’ JOUKNAL pond Chicago, 
prinis more cias’fi'd ads than all others in its line. 
BAKERS’ HELPER (© ©), Chicago. only “Gold 
Mark’ baking journal. Oldest, largest. best 
known. Subscribers in every State and Territory. 
TRIBUNE (© ©). Only paper in Chicago re- 
ceiving this mark. because TRIBUNE ads bring, 
satisfactury results. | 


KENTUCKY. 
LOUISVILLE COURIER -JO0U REAL (© ©) 
Best paper in city ; read by best people 


MASSACHUSETTS. 

Boston, Am. Wool and Cotton Reporter. Rec- 
ognized organ of the " saseaad and woolen indus- 
tries of America (© ©) 

BOOT AND SHOE a Boston (© ©) 
greatest trade paper; circulation universal. 

BOSTON PILOT (© ©), every Saturday. 
Catholic. Patrick M. Donavoe, manager. 

TEXTILE WORLD RECORD (©©), Boston, is 

uoted at home and abroad as the stanuard 

merican textile journal. 

BOSTON EVENING TRANSCRIPT (@©). estab 
lished 1830. The only gold mark daily m Boston. 

WORCESTER L’OPINION PUBLIQUE (© ©) is 
the leading French daily of New England. 


Act- 





Rowan 


MINNESOTA, 
NORTHWESTERN MILLER 
(@O) Minnea —_. Minn; $3 per year. Covers 
milling and rade all over the world. The 


only “Gold monk Saiiiake journa! (OO). 


NEW YORK. 

NEW YORK TIMES (©©). Largest high-class 
circulation. 

BROOKLYN EAGLE (QO) is THE 
medium oft Brooklyn. 

THE POST EXPRESS (©©). Rochester, N.Y. 
Best advertising medium tn this sectiun. 

ARMY AND NAVY JOURNAL (©©). First in 
its class in circulation, influence and presuge. 

ENGINEERING NEWS(©60).—A technical pu- 
lication of the first rank.—Sun, Pittafieid, Muss. 

THE CHURCHMAN (©). Fst. 1844; Satur- 
days; Protestant-kpiscopal. 47 Lafayette Place. 

THK IRON AGE (@O), established 1855. The 
recognized authority in its representative fields. 

ELECTRICAL. REVIEW (© ©) covers the field 
Read and studied by thousands, Oldest, avlest 
electrical weekly. 

ee DEALERS’ MAGAZINE, 

= 1905, average issue, 19,020 (QO). 

T. MALLETT, Pub., 253 Broadway, N. Y. 


anaie RAILWAY JOURNAL (06). — 
stancard authority the world over on street and 
interurban railroad 7 , Average weekly circu- 


lation during 1995 was 8,160 copics. 


advertising 








NEW YORK HERALD (©©). Whoever men- 
tions America’s leading newspapers mentions 
the New York HERALD first 

CENTURY MAGAZINE (© ©). There area few 
people in every community who know more 
than all the others. ‘Taese people read the 
CENTURY MAGAZINE. 

NEW YORK SBABUNGS ‘© ©). daily and Sun- 
day. Established 184 conservative, clean 
and up-to-date voll whose readers repre- 
sent inteilect and purchasing power toa bigh- 
grade advertiser 

ELECTRICAL WOKLD (@©),,established 1874. 
The great international weekly, Circulation 
audited, verified and certified by the Association 
ot American Advertisers to be 20, average 
weekly from January 6th to March 3a, 1906. 


VOGUE « 


isa 
GOLD MARK PAPER. 


Printers’ Ink recently credited VoGug 
with carrying more advertising than 
any other of the leadirg wecklies. 

A sample copy of VoGue will be mailed 
to any one who will cut out this advertise- 
ment and send itto VoGug with name and 
address. We want you to study this paper, 
which is the leader among fashion publi- 

cations. There is a reason why VoGUE 
carries its quantity of advertising. Send 
for a sample copy and see why. 


VOGUE, 
11-13-15 East 24th St., New York. 

















Omlo. 

CINCINNATI ENQUIRER (OO). Great. -influ- 
ential—of world-wide fame, st advertising 
medium in prosperous Middle West. Rates ana 
information supplied bv Beckwith, N.Y.-Chicago. 


PENNSYLVANIA. 
THE CARRIAGE MONTHLY, Phila. (©©). Tech- 
nical journal; 40 years; leading rep’ve magazine. 


THE _ PRESS (©©) is Philadelphia's Great 
Home Newspaper. it is on the Roll of Honor and 
has the Guarantee Star and the Gold Marks—the 
three m ost desirable distinctions for any news- 

yer $ Sworn dail wr 1905, 106,600; Sun- 
1 


THE PITTSBURG 
© DISPATCH oe 


The newspaper that judicious advertisers 
always select first to cover the rich. pro 
ductive. Pittsburg fieid. «nly two-cent 
morning paper assuring a prestige most 
protitable to advertisers. argest home 
delivered circwation in Greater Pittsburg. 














RHODE ISLAND. 
PROVIDENCE JOURNAL(@©),a conservative, 
enterprising newspaper without a single rival. 











SOUTH CAROLINA. 
THE STATE (©O), Columbia, 8. C. Highest 
quality, largest circulation in south Carolina. 


THE NEWS AND COURIER (OO), Charleston, 
8.C. Paid circulation of highest class in «very 
part of South Carolina and adjoining States. 


: TENNESSEE. 

THE TRADESMAN (@©) Chattanooga, Tennes- 
see; semi-monthly. ‘Lhe South’s authoritative 
industrial trade journal. 


VIRGINIA. 
THE NORFOLK LANDMARK (@©) is the 
home paper of No:folk, Va. That speaks volumes. 


WASHINGTON. 
THE POST INTELLIGENCER (©©). Only 
morning paper in Seattle. Oldest in state. A 
p.per read ana respected by ali classes, 


WISCONSIN, 

THE MILWAUKEE EVENING WISCONSIN 
(@©), the only gold mark daily in Wisconsin, 
Less than one thousand of its readers take any 
other Milwaukee afternoon newspaper. 


CANADA. 

THE HALIFAX HERALD (© ©) and the EVEN- 

ING MalL. Circulation 15.558, flat rate. 
ae 
ART IN ADVERTISING. 

Every visiior to London w.il recall 
the fact that one of the great advertis- 
ing firms there has quite an extensive 
gailery of famous pictures which have 
been used in exploiting their par.icular 
product. Among ithe  pa-ntings are 
those by some of the best known Eng- 
lish artists, including Royal Academi- 
cians, It is only within comparatively 
recent years that our own advertisers 
have realized how much value really 
artistic arrangement of their announce- 
ments has to do with the impress on of 
quality upon the public mind. A num- 
ber of the great American advertisers 
have found it wise to avail themselves 
of the work of some of the most popu- 
lar among our American painters and 
illustrators, and one or two of them 
have no doubt already accumulated im- 
portant individual sallieiene of draw- 
ings and pain‘ings by American artists, 
‘Only occasionally does the artist fail 
to appreciate the value that goes with 
having his signature on his work and 
thus widely put before the general pub- 
lic eye. There seems no reason any 
longer why art and business should not 
go hand in hand.—Scribner’s. 











>: 


MACBETH MAKES 

The manufacturer of an advertised 
article fixes his own price. The jobber 
does not make the price of goods that 
are protected by trademark and popular 
demand. 

For instance, Macbeth lamp-chimneys 
—the jobber takes them at Macbeth’s 
price. Are there any other makers of 
lamp-chimneys in the same class? If 
so, for every one of these we are 
Iced to believe there are hundreds of 
o‘hers whose products are sold so near 
he cost of production that the margin 
of profit is almost »‘/ But the price 


HIS PRICES. 


of Macbeth’s remains the same; it 
has been fixed by the manufacturer 
and they sell at that fixed price.— 


Batten’s Wedge. 
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PUBLICITY NOT ADVERTISING 
One of the first things that we want 
to get away from, | think, is the 
idea that ail publicity is good adver- 
iis.ng. The only advertising that is 
worth paying for is the advertising 
that produces actual results in dollars 
and cents to the advertiser. A man’s 
name may be emblazoned from _ one 
end of the country to another an¢ 
occupy half page space in a thousand 
newspapers, but 1f the plan back of al 
this publicity does not focus it int. 
tangible results, it is money and effort 
wasted. There is a vast amount of 
general publici'y that is not good ad 
vertising. There is a vast amount of 
good advertising that does not make ¢ 
very large or conspicuous show in th, 
world, but it gets there like a house 
on fire when we come to figure up 
results —William S. Power. 
A FULL-PAGE CHURCH AD SUN 
DAY MORNING. 

That advertising in a Sunday news 
paper can be used just as effectivel) 
to increase the attendance of a_ Bib 
class at a Sunday school as to draw 
a crowd of women to a bargain counte: 
has been demonstrated in Knoxville 
Tenn. The experiment was made by 
O. P. Sterling, teacher of the Cumber 
land Bible class, at the First Cumber- 
iand Presbyterian Church, and Rev 
W. T. Rodgers, the pastor. <As_ the 
result of a page advertisement in é 
Sunday paper, the attendance at tli. 
class to-day was increased one-third.— 
Chicage Record-Herald. 


A «oop many advertisements bea 
about the same relation to the stereé 








from which they emanate as tae hig 
pictures outside the side show bear 
to the ‘‘wcnders” within.—Adverttsing 
World. 
+o 
NOTES. 


Cementology is a tiny montldy busi- 
ness periodical published by the White- 
hall Portland Cement Cv., Philadelphia, 
Atlanta and Boston. Each number, 
though consisting of ont a few pages, 
deals with the use cf cement for some 
specific purpose. The current issue 
treats “of cement sidewalk construction. 


Bonps of the Tri-City Railway & 
Light Company are being advertised by 
N. W. Halsey & Co., bankers, New 
York. To show the location of the 
company’s pioperties in Davenport, 
Towa, and Kock Island, Moline and 
East Moline, Ill, a handsome colored 
map of cor;venient size has been issued 
as a piece of mailing literature and an 
envelope fijler. 


A PRACViCAL book to advertise the 
Studebakei motor cars is issued by the 
Studebaker Automobile Co., New York, 
entitled “lraly and France in a Stude- 
baker Car.’ It gives an account of a 
tour from Florence to Paris, the latter 
half being filled with details of expense, 
recommenaations regarding hiring of 
chauffeurs, lists of maps and guides, 
informatior about cus‘oms regulations, 
hoteis, garages, repairs, ete. 
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THE WANT-AD MEDIUMS 


A Large Volume of Want Business is a Popular Vote for the 
Newspaper in Which It Appears. 











Advertisements under this heading are only desired from 
papers of the requisite grade and class. 





CULORADO. 
TS Denver Post, Sunday edition. April 15, 
1906, contained 5,036 different classified ads, 
a total of 112 910 columns. The Post is the 
Want medium of the Rocky Mountain region. 
The rate for Want advertising in the Post is 5c. 
per ltineeach insertion. seven words tothe line. 


CONNECTICUT. 
ERKIDEN, Conn.. RECORD covers fleld of 50.000 
« population ; ; working people are rey 
mechanics. Classified rate, cent a word a 
five cents a word a week. “Agents Wanted: 3 
etc., half cent a word a day. 


DISTRICT OF COLUMBIA. 
Ss EVENING and SunpDay STAR. Abana hate 
(© ©). carries DOUBLE the number of 
Want Ase of any other paper. Rate Ic. a word. 


GEORGIA. 
Oy 4 advertisements in the Press, of 
annah, Ga.. cost one cent a word—three 
Insertions for price of two—six insertions for 
price of three. 


ILLINOIS. 
HE Champaign News is the leading Want ad 
medium of Centra! Eastern Lilinois. 


‘Hi TRIBUNE publishes more classified ad- 
vertising than any other Chicago newspaper. 


EORIA (UL) JOURNAL reaches over 13 000 of 
the prosperous people of Central Illinois. 
Rate, one cent per word each issue. 


6¢NT EARLY everybody who reads the Eng 
lish language in. around or about Chi- 
cago, reads the DAILY NEws,” says the Post- office 
Review. and that’s why the DaiLy News is Chi- 
cago s ‘want ad” directory. 


INDIANA. 
i gee ee ty NEws during the year 1905 
printe more classified advertise- 
ments than all ~ &. dailies of indianapolis 
combined. printing a total of 941 separate 
paid Want ads during that time 


IOWA. 
& lig Des Moines Capital guarantees the lar- 
gest city and the largest total circulation 
in lowa, The Want columns give splendid re- 
turns always. The rate is 1 cent a word; by the 
month $1 per line. It is published six evenings 
a week; Saturday the big day. 


‘J. AE Des Moines KEGISTER AND LEADER: onl 

morning paper; carries more “want’’ ad- 
vertising - any other Iowa newspaper. One 
cent a wor 





MAINE, 
Hit EVENING EXPRESS carries more Want ads 
than al) other Portiand dailies combined. 


MARYLAND. 
blige" Baltimore News carries more Want Ads 
than any other Bajtimore daily. It is the 
recognized Want Ad medium ot Baltimore 


MASSACHUSETTS. 
HE Boston EVENING TRANSCRIPT is the lead- 
irg educational medium in New England. 


It prints more advertisements of schools and in- 
structors than all other Boston dailies combined. 


th BOSTON GLOBE, daily and Sunday, in 
905. printed a total of 427.227 classified ads. 
There were no trades, deals or discounts. ‘There 
was a gain of 9,999 over 1904, and was 15.847 more 
than any other Boston paper carried in 1905. 


25 ~ CENTS for 30 words, 5 days. 
DatLy ENTERPRISE, Brock- 


Go 4 > iy ton, Mass., carries solid page 
REEO Want ads. Circulation exceeds 
10,000. 
MICHIGAN, 


AGINAW CouRIER-HERALD (daily), only Sun- 
day paper; result xetter; circulation in ex- 
cess of 13,500; le. word; 4c. subsequent. 


MINNESOTA. 
r T HE MINNEAPOLIS TRIBUNE is the recognized 
nt ad medium of Mi poli 





‘HE Minneapolis Daily and Sunday JouRNAL 
carries more Classitied eee than any 
other Minneapolis my? ree Wants 
and no Clairvoyant nor o ectionable » medical 
advertisements printed. 
Correct statement of classified Wants printed 
a wee” 152,768 lines. Individual advertisements, 


Circultion, 1903, 57,039; 1904, 64,384; 1 67,588. 
First five months 1506, 70,498.’ The Root Sun- 
day circulation, 70,833 


‘(HE MINNEAPOLIS TRIBUNE is the oldest Minne- 
_ apolis daily and has over 100,000 subscribers, 
which is 30,000 odd each day over and above any 
other Minneapolis daily. Its evening ~ 4 
alone has a larger cir in 
many thousands, than any other ¢ evening pap 
It publishes over 80 columns of Want adve: 
ments every week at full price (average of two 
pages a day); no free ads; price covers both 
morniug and evening issues. Rate, 10 cents per 
line, Daily or Sunday. 


MISSOURI, 
‘THE Joplin GLospe carries more Want ads 
than all other papers in Southwest Missouri 
combined, because it gives results. One centa 
word. Minimum, lic. 





MONTANA. 


ges K Anaconda rae is Montana’s great 
Want-Ad ’ medium ; Ic.a word. Average 
circulation (1905), 11,144 ; ‘hele, 13,888. 


NEBRASKA. 
Le JOURNAL AND NEWS. Daily aver- 
age 1905, 27,092, guaranteed. Cent a word. 


NEW JERSEY. 
LIZABETH Datty JourNaL—Leading Home 
paper: : J0to 244 pages. Only “Want” Med- 
ium, nt a-word. Largest circulation. 


EWARK. N.J, Frrie ZEITUNG (Daily and 
Sunday) reaches bulk of city’s 100,000 Ger- 
mans, One cent per word ; 8 cents per month. 


NEW YORE. 


HE EAGLE has no rivals in Brooklyn’s 
classified business 


‘y\ HE Post-ExPREss is the best afternoon Want 
ad-meaium in Rochester. 


A LBANY EVKNING JOURNAL. Fastern N, Y.’s 
best paper for Wants and classified ads. 


AILY ARGUS. Mount Vernon. N.Y. Great- 
est Want ad in County. 


N’ EWBURGH DAILY NEWS. recognized leader 
in prosperous Hudson Valley. Circulation, 





Tie WATERTOWN TIMES prints more classified 
dvertisements than all the other newspa- 
pers in Northern New York together. 











BUFFALO NEWS with over 95,00 circulation, 
isthe only Want Medium in Buffalo and the 
strongest Want Medium in the State, outside of 
New York City 
fis EK Trmes-UNION, of Albany, New York. Bet 
ter medium for wants and other classified 
matter than any other paper in Albany, and 
guarantees a circulation greater than all other 
daily papers in that city. 


poner INK, published weekly, ‘he rec- 

ognized and Jeaaging \\antad medium for 
want ad mediums. mail order arucles, aavertis- 
ing noveities, printing. typewritten cilcuiars, 
rubber stamps, Office devices. adwriting. balf- 
tone making, and practivaliy anything whicno 
interests and appeais to advertisers and busi- 
ness men. Classified aavertisements. 20° cents 
a line per issue flat : six words toa line, Sample 
copies. ten cents. 


NORTH DAKOTA, 
RAND FORKS HERALD. Cire. Mar. ’06, 7,184. 
Examination by A. A. A.. June 04, Biggest 
Daily nN. D. La Coste & Maxwell, N. Y. Rep’s. 


OMLO, 
OUNGSTOWN VinpicaTor—Leading “Want” 
medium, le. per wora. Largest circulation. 
OKLAHOMA, 


HE OKL:HOMAN. Okla City. 12.661. Publishes 
more Wants than any four (-kla.competitors. 


OREGON. 
ORTLAND JOUKNAL, Daily and Sunday 
leads in ‘Want aas.’’ as well as in circula- 
tion, in Portland and in Oregon, 


PENNSYLVANIA. 
‘HE Chester. Pa.. LIMES carries from two to 
five times more ciassiflea ads than any 
other paper. 


WHY DON’T YOU PUT IT IN 
THE PHILADELPHIA BULLETIN! 
Want Ads. in THE BULLETIN. bring 
prompt returns, because “in Phila- 
delphia nearly everybody reads 


HE BULLETIN.” 
Net paid average circulation for 


May, : 
218,465 copies per day. 
(See Roll of Honor column.) 





RHODE ISLAND. 


= EVENING BULLETIN—By far the largest cir- 
culation and the be:t Want medium in R. I. 


SOUTH CAROLINA. 
f ets NEWS AND COURIER (@O), Charleston, 
S.C. Great Southern Want ad medium; lc. 
a word; minimum rate, 26c. 


T= Columbia STaTE (© ©) carries more Want 
ads than any other 8. C. newspapet. 





BRITISH COLUMBIA. 
T°CTORIA COLONIST. Oldest established 
paper (1857). Covers entire Province. Great- 
est Want Ad medium on the Canadian Pacific 
Coast, W, Clarence Fisher, 634 Temple Court 
Bidg., N. Y., Special Fastern Agent. 


CANADA, 
'NI\HE Halifax HERALD (©©) and the Mait—Nova 
Scotia’s recognized Want ad mediums. 


‘(HE CHARLOTTETOWN GUARDIAN, Prince Edw. 
Island’s classified medium; gc. word; 2c. wees. 


A PRESSE. Montreal. Largest daily circula- 

4 tion in Canaaa without exception. (Daily 
95.825. Saturdays 113.892—sworn to.) Carries more 
wantaasthan any French newspaper in the world 


\HE Daity TELVGRAPH, St. John, N. B., is the 

want ad medium of the maritime provinces. 
Largest circulation and most up to-date paper of 
Fastern Canada, Want ads ove cent a word. 
Minimum charge 25 cents. 


T HE Montreal DaILy STAR carries more Want 

advertisemerts than atl other Moncreal 
dailies combinea. The FimILy HERALD AND 
WEEKLY STAR carries more \\ ant advertisemeuts 
than any oiher weekly paper in Canada. 
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Nie het ew | Free PRESS carries more 

“Want” advertisements than any cther 
daily paper in Canada and move advertisements 
of this nuture than are contained inal) the other 
daily papers published in Western Canada 
combined. Moreover, the FREK PRESS carries a 
larger volume of general advertising than any 
other daily paper in the Dominion. 


———__++— 
LAWYER’S ILLUSTRATED CARD. 


A journal published in the Nor hwest 
contains a lawyer’s advertisement, fill- 
ing a space of about five inches by 
eight, advertising consultation on all 
points, specifying laws of husband and 
wife and various other subjects, while 
most of the space is filled by a cut 
showiug a fierce battle between a man 
and a woman, each fiercely pulling the 
other’s hair. Under it in large type it 
says: “Had this couple read the above 
ad in the classified columns of the —— 
they could have settled their trouble 





more satisfactorily.”—Case and Com- 
ment, 
—__+o+—_—_ 
MUNICIPAL ADVERTISING. 


The .c'ties that are growing to-day 
are the ones that are letting the world 
know about their advantages and oppor- 
tunities. The manufacturer who is sat- 
isfied with simply calling his employees 
together and telling them what a splen- 
did line of goods his factory is turning 
out, is not going to set the world on 
fire with his product, and the city that 
is satisfied with keeping its advantages 
and opportuniies locked up in the 
hearts of its own citizens, is not going 
to be a metropolis of the world inside 
the next few years.—William S. Power, 
Pittsburg. 


$4 —__—_—_— 
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for future use; for thigpartic’ 

cumms| Viluable in the few yeaghat t 

[ ew? | to contain the reiteratiofof all 

accorded to all the newgpers 

In future issues the Key will be q of t 

and the plain story about every pqr told 

for 1907 will have a condensed résié of 
detailed story, as shown in the sent 
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of the editions issued by the newsper ur 
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TY-MHTH YEAR 





6 Issue 


livery Now 


f iskition of Rowell’s American 
are advised to preserve it carefully 
yr thigparticular volume will become more 
v yeaghat follow. It will be the last issue 
eratiqjof all the varying circulation ratings 
-newgpers for the preceding sixteen years. 
be ¢ of use, the letter ratings disappear, 
ry p#r told in plain words. The Directory 
d résié of the past ratings, but the whole 
the sent issue, will often be of marked 
ose citracts are for such considerable amounts 
veryiag that throws light upon the stability 
newsper under consideration. 
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A JOURNAL FOR ADVERTISERS, 


THE PRINTERS’ INK PUBLISHING 
COMPANY, Publishers. 





(@ Issued every Wednesday. Subscription 
price, two dollars a year, one dollar for six 
months, in udvance. On receipt of five dollars 
four paid subscriptions, sent in at one time, will 
ve put down for one year each and a larger num- 
ber atthe same rate. Five centsacopy. Three 
nang E > Sener. Being pened — ~~ 4 
type p itis always possible to supply 
numbers, if wanted in lots of 500 or more, but in 
all _ cases the charge will be five dollars a 
hun . 





ADVERTISING RATES : 

Advertisements 20 cents a line, pearl measure, 
15 lines to the inch ($3); 200 lines tothe page ($40). 

For cified position selected by the adver- 
tisers, if granted, double price is demanded. 

On time contracts the last copy is repeated 
when new copy fails to come to hand one week 
in advance 0: “4 of publication. 

Contracts by the month, quarter or year, may 
be discontinued at the pleasure of the advertiser, 
and space used paid for pre rata. 

Two lines Hiest adverti t taken. Six 
words make a line. 

Everything appearing as reading matter is in- 
serted free. 

All advertisements must be handed in one 
week in advance. 





CuHaRLES J. ZiNnGG, 
Editor and Manager. 


OFFICES: NO. 10 SPRUCE ST. 
London Agent, F. W. Sears, 50-52 Ludgate Hill,E.C 


NEW YORK, JUNE 13, 1906. 














PRINTERS’ INK is absolutely 
an independent journal, con- 
nected in no way whatever with 
any advertising agency, selling 
its advertising space only for 
cash, and standing entirely upon 
its merits as a news medium 
for advertisers and an educative 
force in the advertising field. 


Tue California Fruit Grower, 
formerly published in San Fran- 
cisco, has established offices at 
Sacramento, Cal. 


IN INDIANA. 


In the State of Indiana only 
two publications possess the Guar- 
antee Star: the Crawfordsville 
Journal and the Indianapolis 
News. 








IN WISCONSIN. 


In Wisconsin two publications 
are members of the famous group 
of papers known as the Star Ga- 
laxy, namely: the Milwaukee 
Journal and the Racine Wiscon- 
sin Agriculturist, 
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Ir you disabuse yourself that 
there are idle periods in the ad- 
vertising business—there will not 
be any. 


Mr. Perry LUKENS, Jr, 29 
Tribune Building, New York, has 
been appointed Eastern represen- 
tative of the Winnipeg Telegram. 








IN CALIFORNIA. 


In all the State of California, 
the Oakland Herald is the only 
newspaper that secured the Guar- 
antee Star. 





Our Boys and Girls, a juvenile 
monthly published at Ellettsville, 
Ind., has been purchased for con- 
solidation with the Star Monthly, 
Oak Park, Ill. 





Tue Bankers’ Magazine, of 
New York, devotes several pages 
of each issue to banking publicity, 
outlining briefly successful adver- 
tising campaigns of various finan- 
cial institutions, 





RowEL.t’s American Newspaper 
Directory is accepted throughout 
the world as the best and most ac- 
curate newspaper directory pub- 
lished in America.—Rhode Island 
Advertiser for May, 1906. 


At the sale of the Baltimore 
Herald, by order of court, May 
29, the property was purchased by 
Wesley M. Oler, the largest stock- 
holder in the paper, for $32,000. 
Publication will be continued 
under the management of Lynn R. 
Meekins, who has been acting as 
receiver, 





THE censor’s committee of the 
United Billposters’ Association, in 
Great Britain, announces _ that 
after several years’ work in keep- 
ing off the hoardings all objec- 
tionable posters, it has met with 
nothing but approval on the part 
of advertisers generally. A col- 
lection of rejected posters has 
been made, and it includes those 
showing maniacal faces, human 
freaks, bloodshed, crimes being 
committed and lavish displays of 
lingerie, 


























WuaAtT good can a paper do an 
honest advertiser if it destroys its 
usefulness by allowing fakes to 
plunder its readers?—The Mail 
Order Journal, 


IN COLORADO. 


The Denver Post is the only pa- 
per in the State of Colorado that 
has availed itself and obtained the 
Guarantee Star. 


THe New York office of the 
Chicago Tribune and Cleveland 
Leader, in charge of Joseph C. 
Wilberding, has been moved from 
the World Building to the Fuller 
Building. 








A BILL of the Postal Progress 
League, providing for the con- 
solidation of third and fourth 
class mail matter, has been intro- 
duced in the House of Represen- 
tatives, Washington, 


THE Minnesota State Food and 
Dairy Department is purchasing 
samples of proprietary remedies in 
open market for analysis. Results 
will be published in a widely cir- 
culated weekly bulletin. 


Mr. Frank E. LANGLEY, pub- 
lisher of the Barre, Vt., Daily 
Times, challenges, in writing, the 
circulation figures accorded in 
Rowell’s American Newspaper 
Directory for 1906, to the Mont- 
pelier, Vt. Daily Argus. The 
Little Schoolmaster puts the bur- 
den of proof upon Mr. Langley, 
at this time, and he assures 
Printers’ INK that he will furnish 
the proof, 


NEW THREE CENT CIGAR, 

Beginning last week the Ameri- 
can Cigar Co, fired the first guns 
in an extensive advertising cam- 
paign in New York City newspa- 
pers in behalf of a new three cent 
cigar called “Smokettes.” This 
cigar, which is of full size, and is 
claimed to be as good and even 
better than any five cent cigar now 
made by other manufacturers, has 
been placed on sale in all stores in 
the metropolitan district. The 
advertising is prepared and placed 
by the Ben B, Hampton Co, 
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THe New York Daily News 
now prints a daily page in He- 
brew, Italian and Bohemian, pub- 
lishing live news for those of its 
East Side readers who prefer 
these languages. 





A PETITION in bankruptcy has 
been filed against the Evening 
Bulletin, a neighborhood newspa- 
per published at Lenox avenue 
and 125th street, New York. A 
receiver was appointed for the 
property, which is valued at 
$20,000. 

EXPOSITION IN NEW 
ZEALAND. 


From December next until 
April, 1907, an international ex- 
position is to be held at Christ- 
church, Canterbury, New Zealand, 
to demonstrate that colony’s re- 
sources and invite foreign trade. 
A commissioner to the United 
States has been appointed, Chas. 
R: Cooper, Milwaukee, Wis., and 
special freight rates have been 
arranged for American exhibits, 
with privileges of selling goods. 
American manufacturers interest- 
ed can address Mr. Cooper at 357 
Milwaukee street, Milwaukee. 


TIMELY ‘CIGARETTE ADS. 


One of the most notable series 
of illustrated advertisements ever 
published in the United States is 
that of the Murad _ Cigarette, 
which is now running in the lead- 
ing newspapers and magazines. 
These advertisements, are prepar- 
ed by the Hampton Advertising 
Co., occupy large space and have 
a distinctive style and character. 
The most striking feature of these 
advertisements is the timeliness of 
the illustrations, which depict 
scenes in fhe metropolitan district. 
Some of the subjects already pre- 
sented are “Opening of the Base 
Ball Season,” “Racing at Belmont 





Park,” “Scene from Mlle 
Modiste,” “Military Carnival at 
Madison Square Garden,” “A Fine 
Day on the Speedway,” “The 
Coaching Parade” and the “Police 
Parade.” During the Summer 


pictures of other notable events 
will be shown, 








IN OHIO. 


The Akron Beacon Journal is 
the only member of the Star 
Galaxy from the State of Ohio. 


IN NEW JERSEY. 


In all New Jersey, editor and 
publisher John H. Cook, of the 
Red Bank Register, is the only 
man daring to affix the Guarantee 
Star to his circulation statements. 








THERE are only three publica- 
tions in the country that I want 
badly enough to pay real money 
for. The first is the Philistine, the 
second Elbert Hubbard's Little 
Journeys, and the third is Print- 
ERS’ INK.—Wm, J. Romig, Vice- 
President and General Manager 
Atlantic City Estate Co., Phila- 
delphia., 





DEATH OF STREET-CAR 
ADVERTISING MAN. 


Charles A Fish, president of tl 
George A. Kissam Advertising 
Co., controlling space in street 
cars throughout the country, died 
at his home in New York City 
June 1, aged fifty-three. Mr. Fish 
was born in Utica, N. Y.. and 
came to New York, as a _ boy, en- 
gaging in the fruit commission 
business. Ten years ago he be- 
came associated with George A. 
Kissam. 


A NEW FASHION MAGA- 
ZINE. 


Dressmaking-at-Home, a fash- 
ion magazine established some 
time ago in Chicago, is the official 
journal of the May Manton pat- 
terns, and claims practical points 
in the treatment of home dress- 
making that make it different 
from older publications of the 
same nature. Each issue is dated 
one month in advance, and lately 
large newspaper advertising has 
been done to secure circulation on 
a plan whereby the magazine is 
sent for a’ year at fifty cents, with 
two patterns. C. W. Schlegel is 
manager, and the publication 
offices are in the Masonic Temple, 
Chicago: 
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IN MARYLAND. 


The Baltimore News is the only 
Star Galaxy member of Maryland, 
That State could not be represent- 
ed worthier, however. 








IN MASSACHUSETTS. 


When the experienced advertis- 
er thinks of entering the New 
England States, he has the Boston 
Globe first in his mind. The 
Globe is the best and most enter- 
prising newspaper of large circu- 
lation in all New England, and no 
prudent advertiser can _ possibly 
disregard it for a general proposi- 
tion. The Globe is the first mem- 
ber of the Star Galaxy from 
Massachusetts, the Brockton En- 
terprise was second to join. The 
Enterprise is an able and success- 
ful newspaper. 





DEATH OF JAMES E. 
SCRIPPS. 


James E. Scripps, founder of 
the Detroit News and for many 
years a prominent newspaper pub- 
lisher, died at his home in De- 
troit May 29, after a long Jillness, 
aged seventy-one. Mr. Scripps 
was born in London, England, but 
came to this country when nine 
years old. On coming of age he 
went to Chicago and was employ- 
ed for a time in the office of the 
Chicago Tribune, later journeying 
to Detroit, and taking an editor- 
ial position on the Daily Adver- 
tiser. He brought about a consol- 
idation of the Tribune and Adver- 
tiser and continued with that pa- 
per until February, 1873, when he 
founded the Evening News, now 
the Detroit News. Mr. Scripps’ 
success with the Evening News 
encouraged him to further ven- 
tures and he participated in the 
founding of ‘the Cleveland Press, 
the St. Louis Chronicle, the re- 
organization of the Cincinnati 
Post in 1881, and the organization 
of a number of other newspaper 
properties, Mr. Scripps severed 
his allegiance with party journal- 
ism in 1873, and thereafter never 
allowed his personal party alle- 
giance to sway the political con- 
duct of any of his newspapers. 
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A new daily to be called the 
Republican is to be established 
shortly in Pasadena, Cal. The 
company that will publish it is 
composed of Henry Van Arsdale, 
manager, and Victor Marsh, 
George S. Baldwin, George A, 
Backus and Henry M. Whitte- 
more. 


NEW AGENCIES. 


The Murphy Advertising Co., 
a corporation that will carry on 
a general advertising business 
through newspapers, has _ been 
formed at Birmingham, Ala., the 
incorporators being J. D. Dabney, 
J. D. Collins, R. E. Murphy and 
A. R. Chisholm. 

The Canton Advertising Co. has 
been incorporated at Camden, N. 
J., with $125,000 capital, to do a 
general advertising business. The 
incorporators are Albert De 
Unger, Harry L. Carey and 
Erastus Smith. 

MORE TOWNS TO ADVER- 
LISE. 


Stirred by the suc success of Dallas 
in the magazines, other Texas 
towns are said to be planning sim- 
ilar campaigns. William  S. 
Power, the Pittsburg advertising 
agent who has been prominent in 
the Dallas movement, recently re- 
turned from a two months’ stay 
in Texas and says that he has 
campaigns mapped out for four 
more towns. Beaumont began in 
the May magazines, San Antonio 
will start in a short time; the little 
town of Temple, 6.000 population, 
will spend a couple of thousand 
dollars yearly in national publicity, 
and a village of 300 people, ten 
miles from a railroad, but in a 
rich agricultural country, also has 
its advertising committee. |The 
Chamber of Commerce of Rich- 
mond, Va., has decided to raise 
$30,000 for advertising. A plan 
for advertising St. Joseph, Mo., 
is being mapped out by the Kastor 
agency, St. Louis. Toronto is also 
in line with plans to spend $1¢0,- 
000 to $150,000 in municipal ad- 
vertising during the next five 
years, 
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APPLICATION has been made for 
a receiver for the business of the 
F, L. Shafer Co., manufacturing 
advertising novelties, in Chicago. 
Mr. Shafer, who controls a ma- 
jority of the stock, $10,000, is said 
by minority stockholders to be in- 
capable of managing the business, 
and a receivership is asked as a 
consequence of decrease in earn- 
ings. 


A CREED OUTWORN. 


Men’s Wear believes that it is 
time for the ready-to-wear men’s 
clothing trade to abandon its gen- 
eral advertising policy of making 
comparisons with the products of 
the merchant tailor. Ready-to- 
wear men’s garments have ad- 
vanéed far enough to maintain 
standards of their own, and such 
comparisons, it is said, simply 
serve to advertise the custom 
tailor who thrives upon it. In a 
recent issue of this Chicago trade 
journal the independent advertis- 
ing policy is endorsed by many 
prominent retail clothiers. 
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Des Moines 
¢ 
Capital 

has the largest circula- 
tion, city and country, 
in the State of Iowa. 
For big returns at the 
smallest cost send your 
copy to the CAPITAL. 

NEW YORE, CHICAGO, 


166 World Building. 87 Washington St. 
LAFAYETTE YOUNG, Publisher. 
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THE paper with the largest 
known circulation in Brooklyn is 
the Standard-Union. It is a mem- 
ber of the Star-Galaxy. 





GOES TO ALFRED GRATZ 
AGENCY, 


Percy P. Vyle, the publishers’ 
ad-man, has severed his connec- 
tion with the Hirsts of Philadel- 
phia, and joined the staff of the 
Alfred Gratz agency of the same 
city. 


WANT NEW RATE CARDS, 


The C. I. Sodom Company, 
1912 Fillmore street, San Fran- 
cisco, requests publishers through- 
out the United States to send 
them new rate cards as their 
office was completely destroyed at 
the recent fire. 











Tue Jackson, Michigan, /atriot 
has made notable gains in circu- 
lation since the consolidation of 
the Patriot and the News last 
October. The net average for 
May was 6,078 copies, which was 
a gain over November, 1905, of 
exactly 1,300 copies. The Sun- 
day edition shows an_ equally 
marked increase. In Michigan the 
Patriot is the only paper which 
has secured the Star Guarantee 
from Rowell’s American News- 
paper Directory. 


ANOTHER 
FAILURE, 


A receiver has been appointed 
for the National Supply Co., 
Lansing, Mich. a co-operative 
merchandising society similar to 
the Cash Buyers’ Union that re- 
cently failed in Chicago. The 
Michigan concern promised large 
dividends, and had sold over 
$250,000 worth of stock to small 
investors. It owns five stores in 
Michigan, and these are to be con- 
tinued for the benefit of stock- 
helders and creditors, 

Julius Kahn, president of the 
bankrupt Cash Buyers’ Union, of 
Chicago, has been indicted by a 
federal grand jury in that city on 
a charge of using the mails fraud- 
ulently. 


CO-OPERATIVE 
I ‘ 
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_ Tue Telephone News is a paper 
issued for the interests of the em- 
ployees in the contract department 
of the Bell Telephone Company of 
Philadelphia. In a recent issue 
the editor, Geo, G. Steel, recom- 
mends to the company’s solicitors 
the following magazines, as being 
full of business-getting sugges- 
tions: Printers’ INK, Saturday 
Evening Post, Salesmanship, Sys- 
tem, Success, Judicious Advertis- 
ing and Profitable Advertising. 





WitttAm Starr BULLOCK, for 
several years Eastern business 
manager of the Mining and Scien- 
tific Press of San Francisco, has 
resigned to establish a business 
for himself. He has opened 
offices at 25 Broad street, New 
York, and will be known as a 
specialist in the news of leading 
mining camps. His plan is to fur- 
nish to magazines and daily pa- 
pers throughout the country reli- 
able general or technical news 
matter of prominent mines and 
mining camps. 


“JEWISH DAILY NEWS” 
TROUBLES SETTLED. 


When K. H. Sarasohn, founder 
and part owner of the New York 
Jewish Daily News died more than 
a year ago he bequeathed his 
share of that paper to one of his 
sons, Abraham H. Sarasohn, but 
the will was contested by his two 
partners, Ezekiel Sarasohn and 
Leon Kamaiky, and was denied 
probate on technical grounds. The 
law does not permit a partner to 
bequeath a partnership. All liti- 
gation has now been settled by 
mutual agreement, and the owner- 
ship of the paper, with the weekly 
Jewish Gazette and firm name, 
“Sarasohn & Sons,” has been ac- 
quired by Ezekiel Sarasohn and 
Leon Kamaiky, a receiver lately 
appointed being discharged. Many 
improvements are to be made in 
the daily, it will be enlarged, and 
the two buildings at 185 and 187 
East Broadway will be united in 
one publication office. Mr. 
Kamaiky will conduct the busi- 
ness, circulation and advertising 
departments, 




















THIS summer the Horseman 
and Spirit of the Times, now pub- 
lished at Chicago, will be seventy- 
five years old, the original Spirit 
of the Times dating from 1831. 
The event will be observed in a 
special midsummer issue giving a 
complete history of the horse in 
America. The journal is publish- 
ed weekly. 





MEETING OF FARM JOUR- 
NAL MEN, 


A meeting was lately held in 
Chicago of the publishers of agri- 
cultural papers represented in the 
lists of Wallace C. Richardson, 
the New York special, and George 
W. Herbert, Chicago. The papers 
composing the two lists are: The 
Farmer, St. Paul; Dakota Farm- 
er, Aberdeen, S. D.; Wallace’s 
Farmer, Des Moines, Ia.; Hoard’s 
Dairyman, Ft. Atkinson, Wis.; 
Field & Farm, Denver; Breeders’ 
Gazette, Chicago; Home & Farm, 
Louisville; Indiana Farmer, Indi- 
anapolis; Ohio Farmer, Cleve- 
land; Michigan Farmer, Detroit, 
and Wisconsin  Agriculturist, 
Racine, Wis. 





THE AGGRESSIVE BRITISH 
HOTEL. 


In the Tribune of May 16 there 
was a full-page advertisement of a 
London hotel, in which the late 
editor and controlling owner of 
the Tribune, now our Ambassador 
to England, was exhibited pictor- 
ially as he appeated at that hotel 
making his after-dinner speech at 
the United States Naval League 
dinner on Washington’s Birthday. 
The hotel advertised itself as the 
“center of fashionable American 
life in Europe,” pointing to the 
American Ambassador to prove it. 
It is. hoped that this picture was 
brought to the attention of Con- 
gress and well rubbed in as proof 
that our Ambassadors ought to 
receive living wages. If we fur- 
nished Mr. Reid with a London 
house and a_ salary of even 
$30,000, he would not have to lend 
his august likeness to a London 
hotel advertisement in his own 
paper.—Life, 


PRINTERS’ INK, 





31 


FrepericK H. Parks, general 
manager of the International Pa- 
per Company, died May 26 at his 
home in Glens Falls, N. Y., after 
a six months’ sickness. He became 
general manager of the paper 
company fourteen years ago, 
shortly after its organization. 





THE LATEST ADDITION. 





On June 5, the Seattle, Wash- 
ington, Times, sought for and ob- 
tained admission to the group ot 
famous newspapers known and 
designated as the Star Galaxy. 
The certificate was issued the 
same day, and a photographic re- 
duction of it may be noticed on 
page 36 of this issue. 





PURSUED THE POLICY FOR 
YEARS. 


BALTIMORE, June 2, 1906. 
Editor of Printers’ INK: 

The article in your issue of May 
goth, under the caption of ‘Protecting 
the Agent,” is most interesting, and 1 
note with pleasure that our friends ot 
the Philadelphia Builetin have reached 
the inevitable conclusion that payment 
of commissions to advertisers direct is 
unjust and unsound. This is, however, 
what was to be expected as a matter 
of course of so excellent a paper as 
the Bulletin. Your article states that 
this policy has long distinguished the 
Chicago Daily News and Boston Globe, 
and very few others. 

Permit me to call your attention to 
the fact that the Baltimore News has 
pursued this policy for years. It long 
ago determined that the payment of 
commissions direct to advertisers was 
a cut of rate, unjust to all advertisers 
not receiving such special rebates, and 
therefore unsound. The News does not 
pay commissions to any one on local 
business; commissions on general busi- 
ness are allowed to bona-fide general 
agents only, not in any case to the 
advertiser. This policy is pursued 
simply as a matter of straightforward 
dealing and justice to all who use its 
columns. 

The effect of the steady and consist- 
ent application of the rule is to assure 
every News advertiser that every one 
must pay just what he is paying, for 
the same service. 

That this is sound business policy, 1] 
think is amply demonstrated by the 
success of the News and the other 
papers you mention, 

Yours very 
W. 


truly, 
DvuvaAtt, 
Business Manager. 
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AT a meeting recently held the 
members of the Appleton, Wis., 
Merchants’ Association agreed to 
discontinue advertising in all me- 
diums except newspapers, Theater 
programmes, high school pro- 
grammes and all similar matter 
will be cut off. A committee of 
merchants has been appointed 
whose duty it will be to determine 
what shall comprise legitimate ad- 
vertising. 





ADVERTISING HELPS 
TAPESTRIES. 


Less than two years ago the 
Philadelphia Tapestry Mills began 
a campaign of advertising—that 
was the first attempt on the part 
of any upholstery manufacturer 
to utilize the magazines and jour- 
nals outside of the trade. The rad- 
ical departure and large expendi- 
ture aroused a great deal of dis- 





cussion. In an interview given 
October 12, 1904, to PRINvERS’ 
Ink, Mr. Wasserman made the 


statement that the public to a 
large extent was unacquainted with 
the availability, character and 
price of tapestry productions as 
made at that time. He cited in 
support of this Government statis- 
tics for 1900, which show that the 
entire consumption in the United 
States was $7,063,946. He pre- 
dicted that their campaign of edu- 
cation would give a stimulus to 
the upholstery trade in general, 
which at that time was in an apa- 
thetic condition. The Department 
of Commerce and Labor at Wash- 
ington has just finished a compi- 
lation of figures for 1905, which 
shows that the production of that 
year was $8,217,995. This gain 
verifies Mr. Wasserman’s pre- 
diction, inasmuch as not only 
the Art-loom tapestries—curtainz, 
couch covers and table covers— 
have greatly increased the out- 
put of the Philadelphia Tapestry 
Mills, but a liberal share of in- 
crease has fallen to competing 
factories in the line, through 
broad-minded advertising of the 
Philadelphia Tapestry Mills. This 
concern’s advertising is placed by 
the Clarence K. Arnold agency, 
Philadelphia. 
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_ Mr. M. DeL. Haotey, advertis- 
ing manager of the Oakland, Cal. 
Tribune, has resigned. 





AMERICAN COLOR PLATES 
TAKE GOLD MEDAL. 


For the first time in the history 
of American color engraving, it is 
said, a gold medal has _ been 
awarded work produced by this 
country in a European exhibition, 
in competition with leading en- 
gravers and color printers abroad, 
At the International Exhibition of 
Photo Engraving held in Brussels, 
Belgium, in March, the Beck 
Engraving Co., 147 North toth 
street, Philadelphia, exhibited ex- 
amples of three and four-color 
engravings made for American 
magazines, with the result that a 
gold medal has just been awarded, 
‘This Philadelphia concern is wide- 
ly known among art editors of 
magazines and advertisers who 
use color plates. While no special 
process is used in making plates, 
the details of etching have been 
developed to a point where many 
of the objectionable false tones of 
early color printing have been 
eliminated. Etching is done in 
connection with actual printing of 
the plates on power presses, three 
or four of which are employed to 
print the several color plates in 
combination, with re-etching to 
perfect the ensemble, until the de- 
sign is brought out in accord with 
the views of the artist who made 
the original, Often the artist is 
asked to work with the engravers 
where a fine illustration or paint- 
ing is being engraved for a maga- 
zine, and the care taken in etch- 
ing upon the presses also produces 
plates that print on long runs with 
a minimum of “make-ready” and 
wear. The award to an American 
engraving house has considerable 
significance when compared with 
honors taken by European en- 
gravers, for most of the work ex- 
hibited by the Philadelphia com- 
pany was made for printing re- 
quirements in this country, where 
1,500 to 2,000 impressions an hour 
are required of color plates, 
against the slow-printing methods 
that obtain abroad, 

















STAR GALAXY PASSES THE 
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CONNECTICUT. 

Bridgeport . Morning Telegram and Union, 
DISTRICT OF COLUMBIA. 
WHI 6 60s i205. 05 Evening Star. 
GEORGIA. 

RUMOTA ss vicaiscisesicnscs ccrseee Chronicle, 
IOWA. 

Des Moines........Successful Farming. 

Sioux City......+- «Tribune, 


MARYLAND. 





Baltimore 
Baste... ccccsece 
Brocktom...cscscsccsvsvccccces 
MICHIGAN. 
FAOKEOD is'ssGivenasesesacr Morning Patriot. 
MISSOURI. 
AGE CG isc cass cncccs ceccces +.-Star. 
NEBRASKA, 
EANOOIN:, sce enesecdccevwas Daily Star. 
Lincoln..... eeeeee,.State Journal and 
Evening News. 
NEW JERSEY. ' 
ROA TST ssn sie sven soescns wees Register, 
OHIO. 
ET rr: Beacon Journal, 
OREGON 
SOUNNA sicenkweee sccnwsseees Journal. 
SOUTH CAROLINA. 
SI 5 oo cdc caccnucredetescacn State. 









ENNESSFE. . 
BORIS oi65i550.< Journal and Tribune, 


PRINTERS’ INK. 








a5 

’ VIRGINIA. 

WACHNONAY 6 ccdncc. calvas Times-Dispatch, 
WASHINGTON. 

Seattle Post-Intelligencer, 

Seattle ‘imes, 

2 WISCONSIN, 
Milwaukee.... . Journal, 
Racine.......... Wisconsin Agriculturist. 

CANADA. 
DOUEERR Ee aisisscciesincnns Star. 
Montreal.............6+ La Presse. 
Toronto ......++ oceceee Mail and Empire. 
VION Es ses ceoss sisiasidie Colonist. 


With the addition of the In- 
dianapolis News, which was ad- 
mitted to the Star Galaxy May 
19th and the Seattle Times which 
was admitted June 5th, this group 
is increased to fitty-two publi- 
cations, 

These papers not only tell their 
circulation, but go further. Their 
membership in the Star Galaxy 
indicates that they are willing to 
kave their statements investigated. 

Membership in the Star Galaxy 
indicates that a publication pos- 
sessing it is not only willing to tell 
the truth about the number of cop- 
ies it prints, but that it has adopted 
truth and openness regarding cir- 
culation as a permanent business 
policy. Such a publication would 
probably continue to state its cir- 
culation if the latter were falling 
instead of rising. 

When a publisher begins to 
state his circulation regularly 
he soon grows to like the prac- 
tice. If he begins with the 
simple requirements of Rowell’s 
American Newspaper Directory, 
setting down the number of 
perfect copies printed each is- 
sue for a year and then divid- 
ing the total by the number of is- 
sues, he is usually led, sooner or 
later, to attempt to make his 
statement more impressive to the 
advertiser. It may occur to 
him to attach to his statements 
an affidavit, though by an oath 
apart from court proceedings he 
in no way perjures himself. He 
prints a daily statement at the 
top of his editorial columns, and 
on his letter-heads, and opens his 
books and pressroom, paper ac- 
counts and postoffice records to 
advertisers. He may invite in the 
investigators of an auditing cor- 
poration or association that make 
a business of examining publish- 
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ers’ records, issuing certificates as 
to the number of papers they be- 
lieve were printed and sold during 
a certain period. In short, he 
will become so interested in tell- 
ing about his circulation that, if 
a month were to go by and no 
detailed statement were sent out 
at least in the form of a paper 
folder, the publisher would prob- 
ably feel that something very vital 
to the business had been over- 
looked. 

It is usually the papers of this 
class that are regarded by ad- 
vertisers as a known, reliable 
quantity. 

To the publisher who tells the 
truth, there is no known method 
by which his statements can be 
made so binding upon himself or 
so impressive to advertisers as 
through a membership in the Star 
Galaxy. 

First—He is in good company. 
There are comparatively few pub- 
lications in the United States and 
Canada which would be likely to 
pass the critical requirements for 
admission into this group. 

Second—He forever puts the 
quietus on those underhand ru- 
mors and assertions that competi- 
tors often feel bound to use as a 
matter of business. Auditors’ cer- 
tificates, affidavits and all other 
means of guaranteeing circulation 
statements are open to doubt be- 
cause they carry no penalty, while 
even where a publisher backs his 
statement with a sum of cash to 
be forfeited if it can be assailed 
successfully, he is still the stake- 
holder, and open to suspicion as 
such. 

Third—He secures a very val- 
uable form of advertising at an 
extremely small cost. In 
Rowell’s American Newspaper 
Directory the Guarantee Star is 
the only form of display permit- 
ted to a publication in the cata- 
logue description, except for a 
small cut of a publication plant, 
and each paper bearing the Star 
has, in the space allotted to its 
formal notice, a mark that irresist- 
ibly attracts the eye of anyone con- 
sulting this reference work. The 
number of persons who look into 
this book annually may not run 
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into the hundreds of thousands, 
but it must be remembered that 
practically every reader is in 
search of information about the 
best papers, and usually with the 
intention of placing advertising in 
them, 

Fourth—The guarantee applies 
not only to a newspaper’s rating 
in Rowell’s American Newspaper 
Directory, but is available for use 
with regular statements of circu- 
lation in the Roll of Honor, and 
may also be applied to any de- 
tailed statement that a publisher 
sees fit to issue in any other way. 

These considerations, together 
with the sterling character of the 
papers comprising the Star 
Galaxy, indicates its value to pub- 


lishers and advertisers. It is 
probable that before the 1907 
edition of Rowell’s American 


Newspaper Directory is published, 
the Star Galaxy will have reached 
the century mark. A careful con- 
sideration of the papers now rep- 
resented will show that by no 
manner or means could the ser- 
vice each offers to advertisers in 
its community or class be dupli- 
cated by using any other papers. 
As the so-called Gold Marks of 
Rowell’s American Newspaper 
Directory (©©) represent the 
cream of advertising mediums in 
quality of circulation, the Star 
Galaxy stands for the cream of 
quantity and reliability and gen- 
uine advertising value, 

There is one other peculiar 
quality about the Star Guarantee. 
It gives the newspaper a great 
deal of advertising for noth- 
ing: for the publication for which 
the Guarantee is once put up is 
FOREVER AFTER advertised free in 
the Directory, so long as its av- 
erage issues are duly reported. 
More than that, the paper having 
the Star is perpetually noted and 
spoken of as one of a high class, 
and this service goes on and on 
without any cost whatever. No 
paper, however, that is careless or 
inexact about preparing its re- 
port of copies issued should ever 
meddle with the Guarantee Star. 
for although it is an emblem of 
high worth it will prove some- 
thing like dynamite to the paper 














that thus invites investigation and 
then gets itself convicted of error 
or prevarication. 


HOW THE GUARANTEED CIRCULATION 
RATINGS CAME TO BE RENEWED. 
In the March issue of Rowell’s 

American Newspaper Directory 

for 1900, in the second part of 

the preface of that volume one 
may read: 

GUARANTEED CIRCULATION RATINGS. 

From 1888 to 1896, inclusive, a peri- 
od of nine years, the accuracy of cir- 
culation ratings in Rowell’s American 
Newspaper Directory was guaranteed 
by its publishers and a reward of $100 
was paid to the first person who proved 
that a circulation rating, in actual fig- 
ures, based upon a statement received 
from its publisher, was not true as 
given. This system of guarantee was 
discontinued in 1897, after between 
three and four thousand dollars had 
been paid out in forfeits, because nine 
years of experiment had made it plain 
that newspaper publishers were not 
disposed to countenance the Directory 
in its efforts, and were positively op- 
posed to them. Even those newspaper 
men who sent in figures that were 
guaranteed appeared as a general thing 
to feel as though freed from a fright- 
ful nightmare after the guaranty was 
withdrawn. 

On the other hand, however, 
there has since a deg a class 
of publishers who have express- 
ed a desire for the resumption 
of the guaranty system and their 
willingness to assume a share of 
the burden it entails. 

After due consideration of the ap- 
plications of these, the editor of the 
Directory has renewed the guaranty, 
and attached a distinguishing mark and 
a guaranty clause in the caSe of every 
circulation rating based upon a satis- 


factory statement, provided the said 
statement is accompanied by a 
deposit of one hundred dollars in 


actual cash, to be held indefinitely by 
the Directory publisher—the guaranty 
to be continued year after year, or 
until the correctness of the rating has 
been successfully assailed. ; 
The publishers of Rowell’s American 
Newspaper Directory have often ex- 
pressed the opinion that no newspaper 
man in the United States could be 
found who would for one moment hesi- 
tate to kill the Directory if he had the 
power and could exercise it in the 
dark. The position of the publishers 
of the Directory on this point has, 
however, been somewhat shaken of late 
by receiving several responses to the 
offer made to papers accorded a circu- 
lation rating in actual figures in the 
Directory. These responses are equiva- 
lent to subscriptions towards sustaining 
the work of the Directory, and indicate 
a change of attitude on the part of 
some of the leading parers of the 
country. It is gratifying to note that, 
after thirty-two years of effort to aid 
honest newspapers and discourage the 
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circulation liar, the Directory publish- 
ers are, in the fourth decade of | a 
work, actually receiving some sub§tan- 
tial encouragement and aid from men 
who conduct the best class of news- 
papers and make a practice of letting 
their actual issues be known, 


sah iat ee aS 

A SUGAR BOWL CONTEST. 

To evidence its appreciation of the 
National Educational Association’s se- 
lection of the Pacific Coast as the 
scene of its next annual convention at 
San Francisco, California, in July, and 
to encourage delegates to include Port- 
land and Oregon in their itinerary, the 
Portland Commercial Club offers five 
thousand dollars in prizes for articles 
on Portland and that section of the 
United States. 

These articles must appear in a reg- 
ular edition of some newspaper or 
other publication printed outside ot 
Oregon and Washington, to be in the 
hands of the judges not later than 
October 1. 

Prizes will be awarded to eighty con- 
testants, ranging from $1,000 to $10. 

This offer is made, not so much with 
a view of having the country “boomed” 
in the common acceptation of that 
term, as to have the teachers of the 
country become more familiar with this 
portion of the United States and give 
expression to their views in such ar- 
ticles as will be acceptable to papers 
throughout the entire Union.—Mertz 
Magazine. 


—_+o>—___—_ 
AN ADVERTISING SKETCH 
CLASS. 


A school in West Fourteenth street 
in which are taught newspaper sketch- 
ing and magazine illustrating occupies 
two floors of a building on the north 
side of the thoroughfare. Like the 
nickel plated restaurants, whose pan- 
cakes and sinkers are cooked in the 
window in plain sight of all, the pro- 
prietor of the art school wants the 
public to know that there is no sham 
about his methods. The windows of 
the school are brightly lighted. On 
the lower of the two floors the class 
in life drawing meets every night. The 
model, generally a man dressed as a 
Western desperado, with revolver point- 
ing at the imaginary victim, stands on 
a raised platform in plain sight of the 
pedestrians on the other side of the 
street. The young men and women of 
the class, busy with pencils, are also 
on public view, and the show attracts 
a throng every night—New York Sun. 





AN EFFECTIVE NOVELTY. 

A system of maps, mounted on wood, 
in which tacks aie driven to indicate 
territory and location of agents, etc., 
was exhibited at the recent business 
show in Chicago, says Office Appliances. 
John W. Iliff & Co., that city, the ex- 
hibitors, gave away a telling sample- 
souvenir at the show, in the shape of 
a little cardboard box, in which was a 
piece of a genuine map, with a series of 
colored tacks placed in proper position, 
indicating at a glance just what was 
meant by their routing process, 
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New York City, JUN 5 ~ 1906 





INECEIVED of the Publisher of 
One Féundred Dollars i 


for -guarantee of circulation rating in Rowell’s American News ctory. 


T. PrinTErS’ Ink PusLisnyic Company, 
by ) | ' 
$ 100.00 anager. 


47, ory: 














p& Direct 








CONDITIONS. 


The absolute correctness of a circulation rating in Arabic figures in Rowell’s American Newspaper Directory, to be inserted in the nex . 
tory statement from the publisher of a paper, of the actual issues fora full year, is guaranteed by the Direc' B q h d 5 Va 
first person who lly assails the of the said rating. The guarantee thus made, and the forfeit offered by the Directory, Be . fe publisher of the paper by 
the Ve hrered of one hundred dollars to the publishers of the Directory asa permanen’ deposit. The guarantee is perpetual so long as theMiewspaper Curnisbes statements ta detail duly 
aul jicated and the Directory continues to be published. The money paid is not to the publi at any time or under any circumstances. 




















Advertisements. 


All advertisements in “ Printers’ Ink” cost 
twenty cents a line for each invertion, $10.40 4 
line per year. Five per cent discount may be 
deducted wf paid for in advance of publi- 
cation and ten per cent on yearly swderent 
putd wholly in anaes of jirst publication. 
Display type and cuts may be used without 
extra churge. but tf a specified position is 
asked for an advertisement, and grauted, 
double price will be demanded, 


WANTS. 


WV ANTED— Second-hand _L Lindtype 
good condition. THE 
Oklahoma City. 


qpHans JOURNAL, Editor, capable and ener- 
getic, versatile and ambitious ed posi- 
tion. “EviITOR,” care of Printers’ Ink. 


7s E circulation of the New York World, 

morning edition, exceeds that of any other 
morning newspaper in America by more than 
110.000 copies per day. 


\ ANTED— —Competent adv advertising man ca 
ble of working up good business for liv 
agricultural paper. Good position for right 

man. “C.D,” Printers’ Ink. 


DVERTISING man, young, wants position 

on live daily. Three years’ experience, 
Would accept management of small daily. Ad- 
dress “ADSOL,” Printers’ Ink. 


iP in various lines for leading depart 
ment store; exceptional opportunity for 
capable men; write to-day giving Recent in full. 
HAVGOODS, Suite 611, 309 Broadway, N 


YONG ERNING TYPE—a Cyclopedia of a 
day Infor — for the Non-Printer Adver- 
pln Man; get “typewise’’: 64 wp., d0c. postpaid, 
ag’ts wanted. A. 8. x PARNELL, 150 Nassau 5t., N.Y. 


Eg ICIENT advertising man wants position 

4 as advertising manager Will accept posi- 
tion anywhere in the U ed States and make 
good. iteasonable salary. Address ‘-J-i06,” care 
Printers’ Ink. 


EWSPAPER_ REPORTERS--Bright young 
men who know what news is and how to 


Machine in 
KLAHOMAN, 


wri'e it, send for booklet No. 6 about positions 
FERNALD’S NEWSPAPER MEN’S EXCHANGE 
(estab. 1898), Springfield, Mass. 





ANTED—Business manager for an estab 

lished monthly farm journal. Must be 

able to take financial interest and be competent 

to assume control of the business. Address ‘‘A. 
B. C.,” care of Printers’ Ink. 


bien MAN (25) desires position as adwriter 
or business position. Graduate Pennsyl- 
vania College, post-graduate course Harva 
University, Powell Advertising School. P. W. 
EYSTER, 626 W. Phila. St., York, Pa. 


\ ANTED, A TECHNICAL WRITER—The 

leading compressor builders want a tech- 

nical advertising writer, He should be young 

and an engineering graduate with practical ex- 

perience, eo ie Weine, and he must write 
88 


catalogue “ “J, R.,” care of 
Printers’ Ink, New York York City. , 


A CIRCULATION MANAGER 


is wanted fora live, Se peg Ry paper 
in a city of 50,000. provin one but 
first-class experienced circulation builder need 
apply. Al references uired. Apply “CIRCU- 
LATOR,” care Printers’ Ink. 


EPitor— —Married man of 32, good habits. good 
health, good temper, now holding respon- 
sible executive position with big New York daily, 
desires to take charge of evening paper in 
7 city or of high-grade magazine, ry 


atone based on results. 
Address “A 426,” care of Printers’ Ink, 


W ANTED—Able, honest, hustling man in —. 
cago; good adaress; business experience 

department ead, projected great national ilins- 
trated weekly paper; must have moderate capital 
for whicha large interest will be given: libera 
salary; paper to occupy absolutely untenanted 
field. covering nation, with certainty of at least 
500,000 subseribers within few months. lRefer- 
ences given and required. Address ‘‘F, L.,” care 
of Printers’ Ink. 
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VERY ADVERTISER and mail-order aealer 
shouid read THE \\ ESTERN MONTHLY, an nid- 
vertiser’s magaziue. uaisiore circulation of any 
odvertaing & oe in ame Sample copy 
free (STERN MONTHLY, 81d Grang 
Ave., Kansas City, Mo. 


ANTED—Clerks anu others with common 
school educations only, who wish to qua:- 
ity for ready positions at $2) a week and over, to 
write for free copy of len new prospectus ana 
endorsements from ing concerns every- 
where, One @ filis $8,000 place, another 
9. and any er earn $1,500, The best 
Slothing adwriter in New York owes his suc- 
cess within a few months to my teachings. De- 
mand ee sup ie 
GEORGE H. POWELL Advertising and Ruat- 
ness Expert. 65 Metropolitan Annex, New York. 


¥ YOUNG MtN AND WOMEN 

of ability wno seek positions as adwriters 
and ad managers should use the ciassified cv!- 
umns of PRINTERS’ INK, the business journal! for 
aave:tisers, published weekly at 10 Spruce S1., 
New York. Such advertizements will be inserted 
at 20 cents per line, six worasto the line. !’RINT- 
RRg’ INK ts the best school for advertisers, and it 
reaches every week more employing aavertisers 
than any other pubiication in the United States. 


‘Ti york transferring of Mr. Geo. Kendall to New 
k to open our New York office, which 





made necessary by our securing the 
Gillette Safety Razor account, has left a vacancy 
in our Chicago soliciting force. 

We would like to arrange with a first-class 
man controlling at Jeast $100,000 worth of adver- 
tising annually be fill this vacancy, and to such 
a& man we can offer an SCO. 306. chpceeanits: * 
PAINTER-TOBEY-JONES CO., 356 Dearborn 8t., 
Chicago, 


—_—_ +o>__—_—— 
ADVERTISING MEDIA, 
HE EVANGEL. 
Scranton. Pa. 


Thirteenth year; 20c. agate line. 
“pees. Ohio, has 6,000 people; 4,000 more live 
its six rural routes. The RECORD, only 
daily, reaches 7.000 of them. Minimum rate, 4c. 
inch, net, plates; typesetting, 5c. inch, 


POST CARDS, 


AMPLES of post cards, post card meee tones 
) ana prices for printing them. Sent to those 
writing a letter of inquiry forthem. STAND ARD 
ENGRAVING CO., Photo-Engravers, New York. 


DIRECTORY OF NOVELTY MANU- 
FACTURERS., 


GENTS wanted to sell ad novelties, 25¢ com. 
va 3 samples, 10c. J.C. KENYON. Owego.N. Y. 


C= AL Paper Weights with your advertise- 
7 ment, oie pee te Catalog adv. ee ‘Ities 
ST. LOUIS BUTTON CO.. 8t. Louis, Mo 

RITE forsamople and price new combination 
Kitchen Hook and Bill File. Keeps your ad 
before the housewife and business man, THE 

WHITEKHHAD & HOAG Cu., Newark, N. J. 

Branches in all large cities. 


WE MAKE 200 Adv. NOV. 











free. 








NOVELTY. ©O., Chicago. 


———— 
ADDRESSES FO FOR SALE. 


Nica LIST 6,500 taxpayers for 1906; center of 
cattle and sheep section of Texas. Arr anged 
stoffices and Sehabetion. Neatly printed 
well bound, Price $3. THK STANDARD, 
San Angelo, Tex. 


DO NOT MISS THIS. 


I have 250 names of Real Estate men and others, 

each of whom have mailed me $1 for my proposi- 

This complete list and 

copy of ad that pulled them mailed for $1, A 

bargain, G.G. WALLACE. Box 1730, Pittsburg, Pa. 
———___+>>-—___—— 


PAPER, 


B BaSSETT & SOTPHIN, 
45 Beekman =t.. New York cr. 
‘oated papersa speciality. Diamond B Perfect 
White for bign-graae catalogues. 
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SUPPLIES. 


~ OTZ HEADINGS of Bond Paper, 54x8% 
a inc. hes, with envelopes (laid p). 100 tor 6ac.; 
4.0 for $1.10; 500 for $1.60 ; 1,000 for $2.50; 2.000 for 
4.50; 5,000 for $11.00. Send for sampieSs MERIT 
RESS, Bethlehem, Pa. 
y 7 D. WILSON PRINTING INK aye Limited, 
e of 17Spruce 8t., New York, sell more mag- 
anne cut inks than any other ink house in the 





"Special prices to cash buyers, 


gece ss Manufacturers, Paperhangers 

Billposters—everybody that uses paste try 
Bernard’s Cold Water Paste. Sample package 
by mail to any interested person. BERNARD 8 
AGENCY, Tribune Building, Chicago. 
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MACHINES AND FAC- 
‘MILE TYPEWRITERS. 


oo gy office machiue that 


ADDRESSING 
SI. 


90 per cent. Besides selling the 
“AUTO-ADDR SER,” wemake an IMITATION 
TYPEWRITTEN LETTER and fill in the address 
so that it cannot be distinguished from the r¢al. 
ps B do wrapping, folding, sealing, mailing, «tc. 


A UTO-ADDRESSER, 310 Broadway, N.Y. 
————__+o+-—_—_. 
PATENTS. 
p===PATENTS that PROTECT 
rel 8 books for “a yy mailed on recei 
6 cts. stamps. R. 8. & A. B. a. EY, 
BE. By D. ©. Estab. 1869. 








WHITE LABEL 
OVERLAY PASTE 


White, clean, odorless; sticks and 
is not tacky. Does not curl the 
paper. Sample free. 

L. B. FORTNER, 
36 and 38 Strawberry St., Philada., Pa. 














ADVERTISING AGENCIES. 


I A. O'GORMAN AGEsCY. 1 Madison Ave, 
e N.Y. Medical journal advtg. exclusively’ 


NOLDEN GATE ADVERTISING CO., 3400-3402 
J Sixteenth st., San Francisco. Cal. 


I W. KASTOR & SONS ADVERTISING COM- 
e PANY, Laclede Building, St. Louis, Mo. 
M\HE 


IRELAND ADVERTISING AGENCY, 
-W ames tor Different Kind Advertising Service. 
925 Chestnut Street, Philaaelpbia. 


A LBERT FRANK & CU., 25 Broad Street. N. Y. 
Generali Advertising Agents. Establishea 

1872. Chicago. Boston. Philadelphia. Advertis- 

ingof all kinds placed in ever in every part of the world. 


6 000 00 0 Canadians want your goods— 


be they luxuries or necessi- 

ties. Individual study to tbe problem of each 

customer enables us to achieve results that pay. 

Our nate embraces both English and French 

sections. rite to-day for plans. THE DES- 

RAKATS ADVERTIOI G AGENCY, Ltd., Suite 
50, Sovereign Bank Bidg., Montreal. 


DISTRIBUTING. 


| pte eA through the agency of the 
Bernard Advertising Service in Ala., Ga., 
Miss., N. C. and 8. C., was five years ago 
by a trial order for distribution by the Peruna 
Drug Mfg. Co. ; now their books are distributed 
four times annually throu; pout the Southeast 
by the rnard Agency can learn the 
particulars from CHAS. "BERNARD, 1516 Trib- 
une Building, Chicago. 


—_—_+o—_——_ 
ILLUSTRATORS AND ILLUSTRATIONS 


DVERTISING Cuts for Retailers; good; chea 
HARPER ILLUS. SYNDICATE, Columbus, 
—_—__+0+ 





MAILING MACHINES. 
fP.HE DICK MATCHLESS Man en Oy lightest and 


quickest. Price $12. wee LENTINE, 
Mfr., 178 Vermont St., Buffalo, N 


he 
CORRESPONDENTS. 
EWSPAPERS AND TRADE JOURNALS: very 
jow charge for a bright. interesting a 
ington nl issued weekly or mouthly. Write 
wo ., ( correspondent, No. 920 R, n.w., 


Washington, D 
_ 
BUSINESS OPPORTUNITIES. 


WILL PURGHAS JACE interest in N. Y. 


Advertising Agency 

ok ry epic business. [ now controla 

ne ot catalogue printing and interest in 

rinting nt. pr tedlg “PRACTICAL ADVER- 
ISING. oat O. Box 672, New York. 


~ SHEPHERD & PARKER, 
Belictpors 3 Patents and Trade Marks, 
508 D: Bidg., Washington, D.C 
Righes FB nnd from prominent eenateaen 
. Hand book for inventors sent upon request. 





CLASS PUBLICATIONS. 


20,000 Buyers 
of ($1,025,000,000 annually) 
Hardware, Housefurnishing 

floods, ete, 





Read every issue of the 
Hardware Dealers’ 
Magazine. 

Write tor rates. Speci- 
men Copy mailed on re- 

quest. 
258 Broadway. N. Y. 











CO or 
PREMIUMS. 

I\HOUSANDS of suggestive premiums suitab] 
for publishers and others trom the foremott 
makers and wholesele dealers in jewelry and 
age list price illustrated 
gue. (OO ~ yk Ly of its kind. 
ished annually, 34th issue now ready ; free, 

8. F. MYERS CO., 47w. and 49 Maiden Lane, N.Y. 


simsetaatndllipientasiianianen 
MONEY oY MAILERS. 

ONEY MAILERS—$1.90 p 90 per M. Samples f 
M KING KOIN KARRIER Co. a Bovesly, Mabe. 
i 
COIN CARDS. 

B35 PER 1,000, Less ror more; any printing. 

2 THE COIN WRAPPER CO.. Detroit, Mich. 
ADVERTISEMENT CONSTRUCTORS. 


WILL DO YOUR ADVERTISING for 20c. a 
eek. Gena aa. Retail Dry Goods 


. No 
1 eiéeh Aven, Chicago, 





and General Merchants o: 
CLARENCE SOUSLEY, 201 


A Brainy 





introduce them in your 
“follow-up.” and notice in- 
returns. Address 
on your office er 
EDERICK WARD 
(Orieinator of Illustrated Letters), 
40 Dearborn St., Chicago. 


0 YOU USE SUCH! YOU SHOULD! 

Eves? communication that leaves your of- 
fice should carry with it a brief reminder of your 
general | business or of some ore or more ¢ of to 

uc’ 


ad 

postage, and if they be what they easily ma: 

re most potent “Salesmen.” I make many Ae 
MAILING SLIPS and FOLDERS of small caliber 
and “high metration,” and i usually secure 
orders for them after having shown interested 
conrespondente. a lot that I bave made for oth- 
ers. 1 make es, klets, Price Lists 
Folders, Circulars, tailing Cards and Slips. 
Newspaper and M ne Advts., etc., etc. Send- 
ing for samples wil. can you nothing and com- 
— you ia nothing, but postal cards will not be 


ced 
Ro. i. FICANCIS I. MAOLE, #02 Sansom 8t., Fhils. 
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PRINTERS. 
oe Write R. CARLETON, Omaha, 
Neb., for copyrisht lodge cut catalogue. 
Wir aed Ba ues. booklets. circulars. adv. 
—all kinds. Write for prices. THE 
BLAIR Pra. "O.. 514 Main St.. Cincinnati. ©. 


BOOKS. 


66 (ATOR THE FARMER?” is the greatest ad- 
vertising plan ever created to catch far- 
trade. Exclusive to one merchant in a 
sent only to retail — on ave 
roval. “‘No cure, no pay.” ARENCE 
, 201 Fifth Ave., sUbtoago. 


yeild 


SOUSLE 





Successful: Advertising. | 
HOW TO ACCOMPLISH IT. 





A book for retail mer- 
chants and beginners in 
advertising. Will be sent, 
postpaid, upon receipt of 
Two Do.vuars. Address 


Printers’ Ink Publishing Co., 
4 10 Spruce St., New York | 


el 
TIN BOXES. 


IF you have an attractive. handy package you 
will sel) more goede and get better prices for 
them. Decorated tin boxes have a rich appear- 
ance, don’t break, are handy, and prererve the 
contents, You can buy in one-half wross lots and 
at very low prices, toc. We are the folks who 
make the tin boxes for Cascarets, Huylers. Vase- 
line, Sanitol. Dr. Charles Flesb Food. New-Skin, 
and, in fact. for most of the “big guns.” Rut we 
pay, "just as much attention to the “little fellows.” 
ter send for our new illustrated catalog. It 
aaa jt ican Re Bor and is 
r 











MPANY. 11 
Verona Street, Brookiyn. N. Y._ The largest 
maker of TIN ONES outside the Trust. 
—_+9>—__—_—_—_ 
COIN MAILER, 


for $3. 10.000, $20. Any printing. Acme 


1 ,000 Coin Carrier Co.. Ft. Madison, la. 
———_—+or>——_ 


* ADDRESSING MACHINES. 


DDKESS!NG MACHINES—No type used in 

the Wallace stencil aaaressing machine. A 

card index system of addressing used by the 

largest publishers throughout the country. Send 

for Saar. We do addressing at low rates, 
ALLACE & CO.. 29 Murray St., New York, 
io Pontiac Blig.. 358 Dearborn St., Chicago. Ill. 

—_—__ +o 


HALF-TONES. 
EWSPAPER HALF- TONES. 
2x3, 75c.; 3x4, $1; 


Dehvered wh when cash accompanies the order. 


nd f 
KNOXVILLE TENGRAVING CO., Knoxville, Tenn. 


HAR TONE or line Peodnenons. 10 square 
inches or smaller. delivered prepaid. 7ic.; 
Cash with order. All 
Service day and nigbt. 
References furnished. 
pee engraver. b. O. Box $15. 


6 or more. 50c. each, 
powsnaper screens. 
wae for circulars. 


Ph Patianelpnise 


x 
CARD INDEX SUPPLIES. 


pac CARD INDEX QUESTION will be quickly 
and easily settled by seveing, catalogue and 
price rom the manufactu means us. 
STANDARD INDEX CARD COMPANY, 
gt Bldg., Phila. 
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FOR SALE. 


HARRIS Rotary Frese 15x18. Only one month’s 
actual use. Will sacrifice. Address “SAC- 
RIFICE,” care of Printers’ Ink. 


‘OR SALE—Two fonts second- hand linoty; 
matrice<, two letter, eight point No. 19, ite 
not 1; price $20 each. THE DAY, New London, 


OR SALE-—First-class job printing outhit; 
ee location; electric power; Whitloc 
cylinder press and three job presses, and ail 

necessary ae first-class work. 


OLE, 
20 Adams St., Battle Creek, Mich. 


For SALE— —Paying and i only pewspaper and 
‘asd went in Indiana town of 1,200. Gas 
engine hree power presses. On account of 
ill: ealth. cal be sold at a sacrifice; $500 cush 
down and balance on eusy payments. “SLUG 
13 D,” care of Printers’ Ink. 


OR SALE—Only weekly and yg office in New 
York State vil of about 1,000. Netting 

me $800 a year without effort and can be largely 
increased. ones plant. Will talk business 
with man with $1, cas. dress “INDE 
PENDENT,” care of Printers’ Ink. 


OR SALE—Second hand printing presses. 1 
two-revolution C seamphll Cylinder, 38x52. 1 
two-revolution Huber Cylinder, 37x52. 1 Hoe 
Flat-Bed Sy ae 38x51. _1 Cottrell Flat-Bed 
Perfecting. 38x54. 3 Huber Flat. Bed Perfecting, 
37x52. 1 Scott Rotary, with folder attached, 
Ponting twenty pages, size 11x16 goahes, from 
8,000 copies per ‘hour, folded an d pasted. 
All machines in — order. _ eae by 
modern rotary pi ns for quick 
buyers. Address THE ( CROWE L PUBLIS ING 
CO., Springfield, Ohio. 





jess SO 
MAGAZINES | OF DISTRIBUTION. 


DVERTISING as a Selling Fore 

In marketing machinery anda simflar articles 
Is treated ably in SELLING MAGAZ 
It is unlike the advertising ap 
It discusses the whole sellin; 
Not just advertising withou p connenelens. 
Charter subscriptions 25c. for - 4 months. 
Editor aid publisher, an sf * as is, 
The broker in Publishing croperty. 
SELLING MAGAZINE, Postal elegraph Build- 


ig, N.Y. 





———___ +o 
AGENCIES WANTED. 


I AM in New York to secure good agencies to 
take back to. san Francisco, where have had 
15 years’ experience as a salesman, 
connected with but two firms in that time. Am 
well known among the ’Frisco merchants. Do 
you want representation! If so would like to 
see Bact personally. Address “A. b.,” care Print- 
ers’ In 


—_ +o 
ADVERTISING SPECIALITIES. 


Ww, not own an illustrated newspaper to 
advertise your business! If there is any 
value in general newspaper advertising, where 
hay 3 advertisement is one of many contending 
‘or the same trade, such value must be increased 
a hundred fold when your advertisement is the 
only one and see ae your possibie 
customers. YS paper your own for one 
ear. It is no chean, Nothing ‘ood ever is. 
nd to HALSTED P BLISHING O., 116 Broad 
Street, New York, for sample copies and prices. 


ae a 
PUBLISHING at OPPORTUNI- 


NEWSPAPER OPPORTUNITY 


In an important New England town of over 
5,000, only weekly, no cae, competition, is 
available at $6,000. In 1905 the business aggre 

$6.254 52, at a net profit of about $1,500. 
ey: owner has all his time taken up with other 
——- = is entirely dependent on hired heip 
to ru poi This is well worth investiga- 
tion. ps on No.147, C.M. PALMER, News- 
paper Broker, 277 Broadway, New New York City. 


CARDS. 


OST CARDS of all very description are yande by 

us. We sbi P to al rts = the world. Par- 
ticulars on re — POST 
CARD CO.,1140 








nad way. NS 
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RURAL FREE MAIL AIDS VAST REGION, 





Service Which Has Reached Surprising Proportions 
Expected to Continue Its Growth. 


PUTS FARMER TO FRONT. 


Washington, D. C., May 24 —(Special.)—P. V. De Graw, Fourth Assist- 
ant Postmaster-General, who has charge of this branch of the service, believes 
the country finally has reached the flood tide of the rural free delivery system. 

That is to say, this extraordinary improvement in the postal service now 
finally has passed the experimental stage. From now on it may be expected 
to grow a little faster than other branches of the service. 

There has been, of course, nothing in governmental history in recent years 
which has been so surprising as the rapid extension of the rural free delivery 
service. It has reached a point now where it positively could not be uprooted 
without affecting the entire postal system of the country. Rural routes every- 
where fill the place of capillaries to the great system of veins and arteries, and 
these capillaries now could not be eliminated without something in the 
nature of a revolution from people in the country. 

According to figures obtained at the postoffice to-day, brought down to 
the beginning of this month, there were in operation on the first day of May 
no less than 35,365 regularly equipped rural free delivery routes. These routes 
serve approximately, as shown by the figures submitted to the department, 
3,182,650 families, or 13,474,065 individual patrons of the postoffice. 

The government pays out only a little over $2 apiece per annum for each 
of the persons who thus are given special mail facilities to their doors. It is 
evident that all this extraordinary extension of the postal service into country 
districts has been at an extremely small cost to the general public. 

Farmers and country people generally write more now than they ever did 
before. They send away and receive more letters individually than was the 
case ten years ago. Furthermore, the establishment of the rural service un- 
questionably has stimulated commercial conditions throughout the country, 
Farmers have been extremely prosperous in the last ten years, and instead of 
putting their money away in old stockings or burying it in earthen jars beside 
the fireplace they are learning the use of articles that once were 
considered extravagant luxuries. 

FARMER BENEFITS BY PLAN. 

The farmer to-day has catalogues and commercial circulars of all ‘kinds 
brought to his door. He has money to buy and is buying. The result is as 
shown by the experience of postoffice inspectors and carriers themselves, that 
the postal business along the route starts with the farmer, is con- 
tinued by the merchant, and finally becomes reciprocal, the last develop- 
ment always being the use of the mails to forward small articles, which the 
farmer did without in the old days until he could make a trip to town to 
see the storekeeper. 

Aside from the larger returns proportionately from rural free delivery, as 
compared with the old fourth-class postoffice, the actual money cost has not 
been nearly as great as many people would imagine. The growth of the rural 
service has been almost miraculous. In 1898, the total appropriation was only 
$50,000. For thecurrent fiscal year Congress has appropriated $25,828, 300, 
and in the postoffice appropriation bill, which passed the House last month, 
the sum set aside for letter-carriers and clerks in charge of rural sub-stations 
was only $28,200,000. 

The House figures this year therefore were only approximately $3,000,000 
in excess of appropriations for the current fiscal year, showing the service at 
last had reached a permanent basis, where extensions can proceed practically 
in line with the growth of population and without any further abnormal in- 
crease in appropriations.—Chicago Tribune, May 25, 1906. 
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The region covered by the following 
eight farm papers is the richest agricul- 
tural sectionin the United States. There 
are about 1,600,000 farm owners living 
there. 

Our papers, with their guaranteed 
combined circulation each issue of over 
500,000 copies, can place your an- 
nouncement before practically one out of 
every three of these wealthy farmers. 


If it is true that every paid subscription represents five readers, you 
can see that we reach every farm owner in our territory. 

We not only create direct sales, but also increase the demand on the 
dealer. May we talk it over with you ? 


Wisconsin Agriculturist, Racine, Wis. 
* Hoard’s Dairyman, Fort Atkinson, Wis. 
* Breeders’ Gazette, Chicago, II. 

* Wallace's Farmer, Des Moines, Ia. 
* Farmer, St. Paul, Minn, 
* Dakota Farmer, Aberdeen, S. D. 

Ohio Farmer, Cleveland, O. 

Michigan Farmer, Detroit, Mich. 


Wallace C. Richardson, Eastern Advertising Manager, 725 
Temple Court, New York City. Telephone 5561 Cortlandt. 


* Represented in the West by GEO. W. HERBERT, 1736 First National Bank 
Building, Chicago. 











42 PRINTERS’ INK. 





Singing My Praises 


PRINTERS INK JONSON, New York, N.Y. May 25, 1906. 
Dear Sir: I thought the letter herewith from Parsons Bros. might 
interest you. Of course I gnswered them my ink came from the celebrated 
Printers Ink Jonson, 50 lbs. for $2.75. 1 am always glad to sing your 
praises. Yours respectfully, ALonzo CHAMBERLAIN, Pub’r. 





THE INQUIRY 


“We have seen a copy of your paper, and take the liberty of 
asking who supplies you with your news ink, You seem to get 
very good results from it. We ask because we are supplying 
many of our customers with news ink,and we would like to know 
the manufacturers who are producing an ink which gives the 
best results.” (Signed) PARSONS BROS, New York City, 

= Paper Merchants. 





My News Ink seems to be giving universal satisfac- 
tion and is being used in all parts of the world. Made to work 
on any style of press or in any temperature. Price list and 
sample book of colored inks sent on application, Address 


Printers InK Jonson 


17 Spruce Street New York 

















The Pattern Publications — How To Use Them. 


The Pattern Publications can render to advertisers of goods distrib- 
uted through dry goods and department stores service which will 
effectively supplement and complete general publicity campaigns. 

The quarterly and monthly editions of 7'e Style Book are read by 
women who are customers of the stores in which The Ladies’ Home 
Journal Patterns are sold—read by them when their minds are centered 
on matters of dress. 

A favorable impression of any lines of goods designed for sale to 
women, created by advertising in household magazines, will be de- 
veloped into concrete demand for the goods if they are also adver- 
tised in The Style Book. 

The Dry Goods Journal and Buyers’ Guide can be used by advertis- 
ers in The Style Book, without additional cost, as the medium through 
which to communicate with the buyers, the advertising managers and 
the clerks of The Ladies’ Home Journal Pattern Stores as to ways and 
means of best supplying the demand thus created. 

Advertisers whose goods it may be necessary to get in the stocks of 
dry goods stores generally, so as to make profitable and feasible publicity 
campaigns directed to the consumer through household magazines and 
The Pattern Publications, can first use The Dry Goods Journal and 
Buyers’ Guide, at a very reasonable cost, to present the merits of these 
goods to the best store in each of over twelve hundred towns. 

The Pattern Publications {hat is compedtive with the 
interests of the merchants who sell The Ladies’ Home Journal Patterns. 
THE HOME PATTERN COMPANY, 134 W. 25th St., New York, 
JEFFERSON THOMAS, Manager of Advertising. 






















BY GEORGE ETHRIDGE, 


READERS OF PRINTERS’ 
CRITICISM OF COMMERCIAL ART 


The C, M. Kemp Manufactur- 
ing Company judged it to be a 
good idea to show a picture of a 


house in this advertisement. 

picture of a house with a view of 
the cellar showing their gas ap- 
paratus therein is very far from 
being a bad idea, but why show 
thirty or forty feet of ground on 
either side of the house, a river 
with boats on it behind the house, 
the hills beyond the river, and a 
thunder-storm, cyclone or what- 
ever it may be, in the sky? We 











UR remarkable recent 


Inventions enable us 
brilliant, 


ete opera: lon. Giv ves 

cocking, and Seating. 
ction guaranteed, easy 

ratus for suburban | homes institu- 
‘e construct specia aoperatae also for 
for mannfacta uring, equiv- 
alent to city gas at so cents per teosed fc feet. and 

made to in oi to very large demands, also for 
lighting towns, et 


c. M. KEMP MFG. CO., 
BALTIMORE, MD. 











N&T 
would have known that the pic- 
ture represented a house without 
any accompanying scenery, and 
such being the case, this illustra- 
tion represents about as absurd a 
waste of space as could be imagi- 
ned. There are a good many 
ways in which this idea could be 
utilized to advantage, and one of 
the best of these is shown in 
the illustration marked No. 2. In 
this the apparatus is shown in the 
cellar in a clear and distinct man- 
ner, and the outlines of the house 
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COMMERCIAL ART CRITICISM 


INK WILL RECEIVE, 












33 UNION SQUARE, N.Y. 


FREE OF CHARGES 
MATTER SENT TO wR ETHRIDGE. 





above form an excellent mortise 
in which the type matter may be 
set up. This illustration will ad- 





























vertise the apparatus and not a 
section of Long Island Sound. 
As a rule, it is wise to eliminate 
everything from an advertising 
illustration which has no direct 
connection with the article ad- 
vertised or serves in any way to 
distract attention from it. 

x * * 


This over-worked old world of 








= NonShidding 
Without Studs 
PENNSYIVAMA 
RUBBER (0 
JEANNETTE. PA 
RACING 
TYPE 


PENNSYLVANI ACLINCHE 





ours is used in advertisements and 
cartoons to such an extent that 
it is no wonder that it sometimes 
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quakes and erupts with indigna- 
tion. Here is an advertisement 
of the Pennsylvania Rubber Com- 
pany which is enough to stir the 
wrath of any self-respecting globe, 
There may be some good reasons 
for putting a belt around the 
earth and circling dizzily upon it 
in an automobile, but there is no 
excuse for an advertisement which 
devotes nearly three-quarters of 
its space to an uninviting picture 
and crowds white lettering into 
the remaining space in a manner 
which makes perusal almost im- 
possible. 
x * * 

This advertisement shows about all 
of a vehicle which can be shown to ad- 
vantage in so small a space, and may, 
therefore, be called the limit of the 
illustrative possibilities of a quarter 
FRENC +t 


Morning Rockaways, Phaetons, ¢ 
Outing Wagons, Etc. 4 














, Prench, English ’nd American Models for the Driving Season 
of 1906.- Remember that ‘*Style’’ is a question of design, 
color, and mountings. It really costs no more to build a stylish 
Victoria than a commonplace’ one. We are builders of Inexe 
pensive Reproductions ot stylish imported carriages. Write us. 


THE FRENCH CARRIAGE COMPANY 
(Ferdinand F. French) qv-92 Summa St., Boston, 
page magazine advertisement. 
Notwithstanding the narrow 
limits of the space occupied, both 
the carriage and the men in it 
show up in excellent shape. This 
is true for the reason that the pic- 
ture is brought out into the fore- 
ground just as far as_ possible. 
How much more effective this 
picture is than would be a picture 
of the entire equipage, horses and 
all, thrown into the background 
far enough to get the whole thing 
in. 
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Here is an advertisement of the 
Perfection Vehicle Washer which 
is, on the whole, a very good one. 
This advertisement, while a small 
one, has the advantage of show- 
ing not only just what the article 
is but precisely how it works. 














T= best and mos practical 
device for washing any vehicle, 
teaches from all sides—no heavy 


hose to drag, no vehicle to move. 
Saves labor, time, and money. 

J You cannot afford to be without it. 
Remember, satisfaction guar- 
anteed or money refunded. 


WRITE NOW. LET US SEND YoU 
FURTHER PARTICULARS, FREE 














Even a moment’s hasty glance 
shows just how this Vehicle 
Washer is put up, the principle 
upon which it works, and the 
manner in which-a man can use 
it, walk all around his vehicle and 
reach every part. <A’ picture 
which tells us as much as does 
this one needs very little copy, as 
it tells nearly the whole story in 
itself. In illustrated advertising 
the proper balance between picture 
and copy may often be determined 
by this feature. The question is, 
how much of a story can the pic- 
ture tell? If it can tell all or 
nearly all, then not much copy 
is required, but if the article ad- 
vertised is one which cannot be 
described in pictures or one whose 
features, merits and advantages 
do not lend themselves to illustra- 
tion then the properly balanced 
advertisement for that article 
should contain very little picture 
and enough words to tell the 
story, 
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READY-MADE ADVERTISEMENTS 
e 
Readers of PRINTERS’ INK are invited to send model advertisements, ideas for window 
cards or circuiars, and any other suggestions for bettering this department. 
Hegeman & Co.’s drug store,] and when you open the box in the 


Times Square, has for some time 
run full single-column ads at fre- 
quent. intervals in the New York 
Times, These ads are notable for 
the amount of space devoted to 
educating the possible buyer as to 
which of several standard articles 
or preparations is best for a parti- 
cular ._purpose. One of the latest 
of them goes still further and gives 
nearly a third of its space to di- 
rections for the care of furs dur- 
ing the summer months, explain- 
ing that to keep them in cold 
storage takes the “‘life’ out of 
them. Following these directions 
is a list of moth destroyers, ex- 
plaining the merits and use of each, 
and a few words about brushes, 
combs, etc., for dressing furs be- 
fore putting them away. This 
looks like good advertising, and 
it suggests that druggists gener- 
ally send out each year at the 
proper time a neat circular con- 
taining just such matter, prefer- 
ably with the addition of prices 
on the various preventives: 





THE CARE AND PRESERVATION 
OF FINE FURS. 

Every woman who owns a fur gar- 
ment and every man who has had the 
pleasure of paying for one must 
interested in the methods and prepara- 
tions for protecting furs from moths 
and other insects. A fur should be 
prepared for packing away now. It 
should be carefully brushed with a 
soft bristle brush to remove surface 
dust, then combed with a coarse comb 
that has been washed in ammonia water 
and thoroughly dried. Y 

Next wrap the fur in white tissue 
paper of two or three thicknesses, close 
the ends of the package and wrap again 
in newspapers. A_pasteboard box of 
suitable size is needed. Select one that 
the package may be laid in without 


folding. In the bottom of this box 
place some newspapers, over this 
sprinkle Camphor, Cedar Camphor, 


Camphor Carbolate or other moth de- 
stroyer. This should be covered with 
tissue paper and the package laid in 
place. 

Cover over with tissue and sprinkle 
with the preparation selected. Now put 
on the cover and wrap the box in tar 
paper. Keep it in a dark place. 

This is not troublesome; it takes only 
a few minutes’ time. Follow it out, 





Fall, your fur will be in perfect con- 
dition. 

Do not keep fine furs in cold storage. 
It takes the “‘life’’ out of them. Pack 
them yourself as directed and the result 
will surely please you. 

MOTH DESTROYERS. 

The question arises, What is best to 
use? Camphor Gum is employed by 
many and is very efficient, but cam- 
phor is somewhat scarce and costly this 
season. 

Camphor Carbolate 
and inexpensive preparation. It comes 
in large envelopes ready to use. The 
packages are not opened, merely pack- 
ed with the furs. Moths will not come 
where it is. 

Cedar Camphor 


is an excellent 


is another effective 
destroyer of moths. It is well known’ 
that chests are made of cedar wood 
especially for this purpose. This prep- 
aration may be sprinkled into crevices 
and corners of trunks and wardrobes. 
Camphor Flakes are used by many fur- 
riers, Oil of Cedar may be painted 
over woodwork, such as the inside of 
wardrobes; it is held in high esteem 
by some. Tar paper is moth proof. 
We have all of these and can supply 
any quantity desired, as well as brushes 
and combs suitable for dressing furs. 

Take care of your furs. It is worth 
while. 





A Lively Section from a Big Ad of 
Simpson-Crawford Co., New York. 


= 


Colored Curtain 


Fabrics. 

“A cottage by the sea”— 
a camp in the Adirondacks— 
or in some _ farm _ house 
among the hills—the words 
suggest light and airy fab- 
rics, is designs and a 
riot of color, 

These are found in the 
thousands of rich materials 
in our unsurpassed collection 
of Scotch madras, Japanese 
crepes, English momie cloths, 
French and domestic cre- 
tonnes, sateens, taffetas, art 
tickings, denims, burlaps, etc. 

Every housewife knows 
the scores of uses these be- 
witching materials serve, and 
what an atmosphere of beau. 
ty they give to a Summer 
house. They make pretty 
curtains, slip covers, ham- 
mock cushions, bedspreads, 
bureau tops, shirt waist 
boxes, laundry bags, etc., etc. 

Three lots—zs5c. to 75¢. 
grades, at 39c., 28c. and 19¢. | 
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SMITHFIELD, Va. 
Editor Ready Made Department: 

Being a scholar of the Little School- 
master I take ihe liberty of inclosing 
a series of four ads which I prepared 
for a client. Would like a comment, 
if it is worth your valuable space, I am, 

Very truly, 
Ratew W. Parker. 





Your ads are very good, though 
none of them is far from the well- 
beaten track of modern clothing 
advertising. Their typographical 
arrangement is excellent. Perhaps 
the best of the lot is the one here 
reprinted : 


IF YOU WANT YOUR COAT 
SHORTER OR LONGER 
than the prevailing style, if you want 
any of your own ideas carried out, 
if you want personality worked into 
your clothing, leave your order with 
us for a Schloss made-to-order suit. 
No uncertainty about their tailoring 
way. Every bit of work is done ac- 
cording to the dictates of skill and 
experience. It's that class of merchant 
tailoring in which the most critical and 





fastidious men find their ideas and 
tastes cleverly defined. Spring suits 
made-to-order from $20 to $60. We 


want your trade. for we believe our 
system deserves it. 
H. B. CHAPMAN 


Street, 


& BRO., 


Main Smithfield, Va. 





One of a Good Series from the A:bany 
(N. Y.) Evening Journal. 
| 


Coal Sense | 
NO. 3 | 

You can now buy Lacka- 
wanna coal for $6.20 per ton, 
including delivery, if you 
have it delivered before July 
1 and pay for it by July 1s, 
whereas by waiting until after 
September 1 it will cost you 
from 30 to 55 cents more for 
every ton. Lehigh, which 
can now be had at $6.70, 
will also cost from 30 to 55 
cents more for every ton 
later on. 

Why not get one of my 
circulars, giving the full list 
of discounts, and save that ! 
extra expense? 

Great storage capacity, 
clean coal and prompt de- 
livery are bringing me a 
constantly increasing patron- 
age right along. 

I am satisfying a lot of 
people, and I know I can 
satisfy you. Won’t you call 
up 827 Main, Hudson River 
telephone, give me a trial 
order, and make me prove it? 
JOHN T. D. BLACKBURN, 

108 No. Pearl. 
Albany, N. Y. 
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Timeliness is One of the Most Im- 
portant Features of Advertising. 
From the Philadelphia Bulletin. 





Iced Tea Time 


is now here. Just such days 
as Friday and Saturday last, 
when the mercury hit the 90 
degree mark, suggested this 
most wholesome, and at the 
same time economical, blood. 
cooling beverage— > 

Peacock Feather Tea. 

Peacock Feather is the 
best tea grown. It’s one of 
the choicest chops of selected 
Formosa teas, and experts 
agree that Formosa produces 
the most delicious teas in 
the world. ud 

Peacock Feather is an 
overly rich tea. It’s vastly 
different from the teas that 
are commonly accepted as 
“the best.”” You'll like Pea- 
cock Feather iced because 
it’s superior in every way 
to any tea you're ever 
tasted. It sells at 

$1.00 the pound. 

Try a 25c. quarter pound 
package. 

We deliver in Camden and 
Frankford. 

THOS, MARTINDALE 

& CO., 

Teas, Coffees and Groceries, 

Tenth and Market Sts., 

Philadelphia, Pa. 











The Shannon Ads, from the Philadel- 
phia Bulletin, Are Among the Best 
of Their Kind. 


Do Your | 
| 





Own Painting 


of doors, sills and outside | 
work; stain your floors and | 
varnish old furniture, Easy | 
enough if the colors are | 
right and the paint is of the | 
proper consistency. | 

We’ve all the wanted | 
colors, ready mixed for use, 
half-pint cans, 15¢. 

Varnish stains, all colors, 
half-pint, 20c. 


Furniture Varnish, half- 
pint, 15c. 
Brushes, 6c. to 50c. 


Make your bath tub clean 
and healthful by giving it a 
generous coat of Hard 
Enamel Paint. Half-pints, 
white or tints, 45c. 

Write for catalogue. 

SHANNON, 
Hardware, 
816 Chestnut Street, 
Philadelphia, Pa. 























PRINTERS’ INK, 


Tue BowLanp, MorEHouse & MARTENS 
Company, 
Importers and Retailers, 
Dry Goods. 
134-140 South High Street. 
Co_uMBus, Ohio. 
Editor Ready Made Department: 
Inclosed please find one seven column 
twenty-five square advertisement, for 
which I solicit a criticism. 
Respectfully yours, 
Tue BowLANnp, MoreHouse & MARTENS 
CoMPANY, 
Frank C. Thomas, Ady, 


It is a very well-balanced ad, 
but the proportions in the draw- 
ing at the top are incorrect and 
there is not enough display in the 
body. A displayed price at the 
end of each item would have made 
something to catch the eye, and 
rest it from the weariness of many 
lines in the same style and size of 
type. It seems, also, a waste of 
words to say, “This is a great bar- 
gain,” after quoting a $1.25 price 
on embroideries that were $1.75 
and $1.98. The figures ought to 
show that. The lower half of the 
ad looks much better and is some- 
what stronger because it is broken 
up by display lines indicating the 
kind of goods and the prices. 
Introductory from a Recent Ad_ of 

Forbes & Wallace, in the Springfield 

(Mass.) Union. 











| 

Weather Prediction To-Day 
—Fair. 

Springfield May 25, 1906. 


The June 
White Fair. 


White dominates the store 
now. White decorations 
everywhere, relieved with 
bunches of bright red poppies. 
White displays all through 
ihe store. White Merchan- 
dise given prominence in all 
departments. It is to be a 
great Summer for White and 
we have provided the great- 
est assortments of White Ap- 
parel we have ever shown. 
This June White Fair has 
been planned to present to 
our customers in the most 
attractive manner, the com- 


plete range of Summer 
Fashions in White. The 
hundreds of visitors who 


came to the June White Fair 
yes erday were enthusiastic 
in their praise of the beau- 
tiful displays, and in appre- 
ciation of the values offered 
in high grade merchandise. 














47 
The Whole Story. 


A New 
Girl’s Frock, 


Now this is a smart little 
frock! An -entirely new 
model. Of mercerized poplin 
(washable) in mustard (one 
of the very stylish Paris 
browns), champagne, reseda, 
light blue or pink. 

Full waist, narrow  box- 
plait down center and side- 
plaits from shoulders to 
waist-line, back and front, 
the plaits double-stitched to 
yoke-line; Dutch neck piped 
with white, the new detach- 
able collar of white pique 
inset in front with lace me- 
dallion and edged _ with 
ruffle of embroidery, with 
finish of pretty. Dresden but- 
tons; short sleeves shirred to 
arm and with ruffle of white 
embroidery. 

Full plaited skirt, sash of 
black velvet ribbon and satin 
ribbon in contrasting color; 
the model in mustard-color 
has sash of black and pale 
blue, the one in reseda, black 
and white—the effect is very 
charming. And the price 
completes the attractiveness. 
Value $11—special at $7.50. 

If you are looking for a 
smart, dressy little frock at 
an inexpensive price for 
your little girl, see this new 
model, by all means, Sizes 
6 to 14 years. 

STRAWBRIDGE & 

CLOTHIER, 
Philadelphia, Pa. 














One of Those Cases Where It Is Well 
To Say What a Thing Is Not Made 
Of; but in the Absence of the Price, 
Somebody is Going to Say, How 
Much More Does it Cost? From the 
Atlanta (Ga.) Georgian. 


No Condensed 
Milk in Our 


Ice Cream 


Nothing but fresh, rich, 
Jersey cream, pure granulat- 
ed sugar and pure fruit 
flavorings go into the ice 
cream we make—which can’t 
be truthfully said of most of 
the ice cream sold around 
town. We are supplying 
many of the best families in 
Atlanta. If we’re not sup- 
plying you, send us a trial 
order for any amount of any 
flavor. 

ADAMS & HOYT CO., 


Atlanta, Ga. 

















Business Department 
THE MaryvILLte “TRIBUNE,” 
Daily and Weekly. 
Curtis Wray Publishing Company. 
MARYVILLE, Missouri. 
Editor Ready Made Department: 

I inclose you a copy of advertise- 
ment of the Alderman Dry Goods Co.’s 
May sale, written and designed by my- 
self. I would like your opinion 
thereon. 

I read Printers’ INK closely and 
especially your department, which I 
consider a splendid help for advertiser 
and newspaper. Very truly yours, 

A. Davipson, 


Adv. Manager Tribune. 


‘the general effect is pleasing; 
the introductory and descriptions 
are well written, and the display is 
good; but the cut at the top is 
such a confusion of firm name, 
apple blossoms(?) and birds that 





the May atmosphere is pretty 
nearly lost. In advertising illus- 
trations, as well as in type ar- 
rangement, there is strength in 


simplicity, and in my humble opin- 
ion, this big illustration is entirely 
too ornate and involved for a 
newspaper ad. 


Good Adi vertising for Diamonds. From 
the Kansas City Journal. 











Diamonds are _ usually 
found in mines at a: depth 
of from a thousand or fif- 
teen hundred feet and some- 
times even more. 

These mines are supposed 
to be the craters of extinct 
volcanos, and are filled with 
lava, or “blue ground” as it 
is called, 

When the “blue ground” 
is brought to the surface 
it is exposed to the weather 
for six or eight months. 
After this long period, when 
sun and rain and wind have 
disintegrated the “blue 
ground,” the first real search 
for diamonds begins. | 

This week and next we 
will show stones in the 
rough—a very interesting 
exhibit to any one interested 
in diamonds. 

It will also serve to call 
attention to the fact that 
during May we are allowing 
a discount of 10 per cent on 
our present stock of precious 
stones, preparatory to mak- 
ing our annual importations. 

Out of town customers 
will be shown every consid- 
eration, 

JACCARD JEWELRY CO., 

1032 Main St., 
Kansas City, Mo. 











PRINTERS’ INK. 





The air-ship has found at least 
one of its applications to advertis- 
ing, as shown by the following, 
clipped from the head of H. A. 
Meldrum Co.’s ad in the Buffalo 
(N. Y.) Evening News: 





“WATCH UP” FOR KNABENSHUE 
AND HIS AIRSHIP! 

This sensational attraction is coming 

to Buffalo week after next! One Hun- 

dred Dollars in checks, payable to the 


finders by the H. A, Meldrum Co., 
will be dropped from the _air-ship 
en route! 








Good Pajama Talk. 





Pajamas for Men. 


Everywhere pajamas! No 
two ways about it, they are 
the most comfortable sleep- 
ing clothes that one can 
wear. White and _ colored 
madras, with and _ without 
collar. 

Prices range from $1—and 
that is a good trial price— 
up to $4 a suit, especially 
worthy qualities at $1.50 and 
$2 a suit. Finer suits of 
madras at $5; of silk and 
linen, $5.50; all silk, $10 
and $12, 


JOS. HORNE CO., 
Pit‘sburg, 





Pa. ! 
L 





Enterprise, 


. 


A Druggist’s Commendable 





“The best of everything in 
the drug line at reason- 
able prices.” 
NOTICE! 


Motor Service 
at Your Door. 


We have established a 
quick motor service at our 
store. 

Do you realize 
venience ? 

’Phone your drug order to 
us; ‘phone 215; and we will 
deliver to any part of the 





this con- 


city, up to 50 pounds in 
weight. Our motor goes 
right to your door in the 


quickest possible time after 
your order comes to us. 

A clean, fresh, well ap- 
pointed stock continually on 
hand. 

E. M. BALDWIN & SON, 
Druggists, 
258 Main St. ’Phone 215. 
Danbury, Conn. 




















